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ArRow Wall Plates 


TRADE MARK 





fir; RN oabel) 


You can now keep your stock of 
plates complete with ONE surface 
design. Any number of gangs as 
listed — any listed combination of 
openings — matching all other plates 
using the UNILINE trade-mark... This 
gives a new flexibility to your stock; 
no holding up jobs to match designs 
of numbers you are short of. You may 
choose from brown Bakelite or cream- 
tinted white IVORYLITE in plates of 
UNILINE design. New data-sheet brings 
complete listings of the UNILINE 


universal trade numbers. 


ARROW ELEGTRIG DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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LOOKING 





INTO THE NEWS 


WATCH THOSE 

ROASTERS—Last year they sold 18,000 roasters in 
Milwaukee—a city of 600,000 population. Don’t gasp. 
It won’t help you. It will do more good to figure out 
how many roasters could have been sold in your 
territory if as good a job had been done there. And 
of that total how many would you have sold? 

The roaster is coming into tremendous popularity. 

What are you doing about it right now? 


*« 


LET’S MAKE 

"EM SWEAT! Up on Mt. Washington they have 
weather—and a lot of trick apparatus to measure it. 
General Electric took a picture of two men fixing an 
anemometer—a very cold night—one working, one 
watching—just like the W.P.A. 
is wrapped in an electric blanket. 


The one watching 


This solves the problem that has worried electrical 
men for years—what to do with these hot quilts. 
Eureka! Let’s wrap ’em round the WPA’s! And 
God bless Mt. Washington! 


* 


KEEP CLOSE 

TO INSPECTORS—Every wholesaler should be- 
long to the local association of electrical inspectors. 
NEWA is urging it—and wisely so. A recent letter 
gives eleven reasons. One reason is really enough. 
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The sole function of the inspector is to safeguard 
the public. You should be helping him. Also these 
inspectors enforce the Code, influence the acceptance 
of new materials, guide revisions of the Code and 
help shape new legislation affecting the use of elec- 
tricity. And if you are an associate member of this 
group, you receive prompt news of all new develop- 
ments. 

One of the top men of every wholesale house 
should meet with the local inspectors. And salesmen 
should know as many inspectors as possible through 
their territories. For inspectors can give good counsel. 


* 


WHAT DOES 


IT BUY—Remington Rand has just popped up with 
a sterling silver “Close-Shaver” priced at $50 per. 
And round the corner in the drug store window they 
are tagged at 97 cents. Or is it 98? It raises the 
issue—What should a guy spend on a good face? 
What are electric shavers really worth? 

All in all, they’re worth just what you pay for 
them, Brother. You can buy a Contax camera for 
200 or a Brownie for $2. They both take pictures. 
And people paid $1500 for a noisy, stinking horse- 
less carriage, when a good bay mare and a buggy 
went for $200. 

The question is—Do you want a 97 cent gadget 


that just gnaws off whiskers, or something proud, 
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in sterling silver that will clip ’em quicker and simul- 


taneously inflate the ego. With the silver comes a 


Morocco leather, satin lined case. You make your 
choice and pay the price. The important point is— 
What does it buy? 


DO YOU 
CASH IN ?— Last year 250,000 electric ranges were 
sold. They carried a quarter of a million range wiring 
jobs. They will bring the power companies five to 
ten million dollars of increased revenue. And all 
these families place a new dependence on electric 
service. All swell! 
Sut something else—In homes with ranges, the 
rate comes down and it is cheaper to use percolators, 
toasters, heat pads and the rest. That means more 


market for local dealers. Do you sell them more? 


WHAT THEY 
ARE TODA Y— Used to be a song 


what I am today! I hope you're satisfied.” Very 


“You made me 


sad—very! It would be sad too if the dealers got to 
regularly singing it to the wholesalers’ salesmen. 
But very true. 

No use squawking about dealer deficiencies. It 
pays better to wake ‘em up and build ’em. All it 
needs is ideas and ideas are everywhere. See any 
good department store. See any good dealer. Pass 


‘em along. 


WATCH THESE 
NEW HOUSES— the Housing Authority says that 


by mid-summer 5000 families will be moving into new 
small homes each month. Some 9950 houses are 
now being built. Some 75,000 more will be started 
this year. Every home will buy wiring materials and 
appliances. 

Just another figure out of Washington! Or—is it? 
For the wholesalers’ salesmen who watch these hous- 
ing activities, it will be more than a report. It will 
be business. 


IT WOULD 
HELP TELL ’EM—No small part of our trouble in 


selling the electrical idea is the way we talk. People 
don’t understand us much of the time and are not 
interested, because we prattle about voltage and watts 
and outlets and adequate wiring. 

John and Mary talk in terms of comfort, conveni- 


ence and personal benefits and the things of daily life. 


Emotion rules ‘em—not claimed economy and tech- 
nical advantages. That’s their language. We should 


use it. 


DOUBLE ENTRANCE 
SWITCH CAPACITY—Chicago has a new ruling. 


[t calls for 60 ampere entrance switches for all resi- 
dences, in fact, for every installation of over two cir- 
cuits. This is progress—and common sense. 


It accomplishes two things for the wholesaler. It 


provides enough adequacy so that appliances can be 


used freely in that home without overloading the 
service. It increases the volume of the switch busi- 
ness. But the consumer benefits directly—he gets 
something very worth while. Let’s spread this good 


news and help get it done in other cities. 


* 


CHARGE IT TO 
POOR SELLING— Department stores spend mul 
lions yearly in adjusting mistakes. They want to do 
something about it. Their annual convention has 
just been talking it over. They think better selling 
can save a lot of this waste and improve their public 

relations to boot. 
And the same with us. When orders go wrong, it 
is usually because the selling was not clear and com 
plete. You can’t even blame the cranky customer, 


for there’s a way to sell him too. 


* 


SIGNALLING 
BOOM AHEAD— Signalling is badly neglected right 
now, but there is a big market waiting to be devel- 
oped. Front door phones to save women time and 
protect them from intruders are going to enjoy a 
boom one of these days. 
Now a theatre has a phone between the ticket booth 
and manager’s office. 
counterfeit. 


Somebody tries to pass a 
The gal steps on a switch. 
man hears and comes down. 


The boss 
Lots of applications. 
Let’s sell this stuff more. 
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EASIER SALES and MORE OF THEM 


New (f AC Circuit Breaker Service 
Equipment Has Ready Acceptance 
by Contractors and Architects 


Here is a new line of € AC Circuit Breaker Service Equip- 
ment Units that is a “natural’’ for Wholesalers because it is 
built for quick turnover . . . It gives Wholesalers’ Salesmen a 
new, interesting and profitable item to offer the trade! 


It is a standardized line—compactly packaged and 
plainly marked for ready identification . . . Easy to stock— 
occupies minimum storage and shelf space . . . It has ready 
acceptance by Contractors and Architects because of the 
added convenience and neat appearance that the AC Cir- 
cuit Breaker construction provides to building owners. 


@ Service Equipments are furnished for 125 volts AC 
service, with main lugs, up to 6 circuits in accordance with 
National Electrical Code requirements. The circuit breakers 
are single pole for lighting branch circuits, or double pole for 
range, water heater, or sub-feeder circuits to load centers in 
other parts of the building . . . They can also be furnished 
with main circuit breaker with any number of branch cir- 
cuits within National Electrical Code limitations. 


Get Ready Now to capitalize on the added Contractor 
business that this new line of Service Equipments is opening 
up. Write for complete information. 


SArank Adam 


ELECTRIC COMPANY 


ST. LOUIS 


& 
pRODUCTS “The Sign of a Better Joh” 


a 
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in sterling silver that will clip em quicker and simul- 


taneously inflate the ego. With the silver comes a 
Morocco leather, satin lined case. You make your 
choice and pay the price. The important point is— 


What does it buy ? 


DO YOU 
CASH IN ?2— Last year 250,000 electric ranges were 
sold. They carried a quarter of a million range wiring 
jobs. They will bring the power companies five to 
ten million dollars of increased revenue. And all 
these families place a new dependence on electric 
service. All swell! 
But something else—In homes with ranges, the 
rate comes down and it is cheaper to use percolators, 
toasters, heat pads and the rest. That means more 


market for local dealers. Do you sell them more? 


WHAT THEY 
ARE TODAY— Used to be a song 


what I am today! I hope you're satisfied.” Very 


sad—very ! 


“You made me 


It would be sad too if the dealers got to 
regularly singing it to the wholesalers’ salesmen. 
But very true. 

No use squawking about dealer deficiencies. It 
pays better to wake ‘em up and build ’em. All it 
needs is ideas and ideas are everywhere. See any 
good department store. See any good dealer. Pass 


‘em along. 


WATCH THESE 
NEW HOUSES— the Housing Authority says that 


by mid-summer 5000 families will be moving into new 
small homes each month. Some 9950 houses are 
now being built. Some 75,000 more will be started 
this year. Every home will buy wiring materials and 
appliances. 

Just another figure out of Washington! Or—is it? 
For the wholesalers’ salesmen who watch these hous- 
ing activities, it will be more than a report. It will 
be business. 


IT WOULD 
HELP TELL ’EM—No small part of our trouble in 
selling the electrical idea is the way we talk. People 
don’t understand us much of the time and are not 
interested, because we prattle about voltage and watts 
and outlets and adequate wiring. 
John and Mary talk in terms of comfort, conveni- 
ence and personal benefits and the things of daily life. 


Emotion rules ‘em—not claimed economy and tech- 
nical advantages. That’s their language. We should 
use it. 


DOUBLE ENTRANCE 

SWITCH CAPACITY—Chicago has a new ruling. 
[t calls for 60 ampere entrance switches for all resi- 
dences, in fact, for every installation of over two cir- 


cuits. This is progress—and common sense. 


It accomplishes two things for the wholesaler. It 


provides enough adequacy so that appliances can be 
used freely in that home without overloading the 
service. It increases the volume of the switch busi- 
ness. But the consumer benefits directly—he gets 
something very worth while. Let’s spread this good 


news and help get it done in other cities. 


* 


CHARGE IT TO 
POOR SELLIN G— Department stores spend mil 


lions yearly in adjusting mistakes. They want to do 
something about it. Their annual convention has 
just been talking it over. They think better selling 
can save a lot of this waste and improve their public 
relations to boot. 

And the same with us. When orders go wrong, it 
is usually because the selling was not clear and com 
plete. You can’t even blame the cranky customer, 
for there’s a way to sell him too. 


* 


SIGNALLING 
BOOM AHEAD— Signalling is badly neglected right 
now, but there is a big market waiting to be devel- 
oped. Front door phones to save women time and 
protect them from intruders are going to enjoy a 
boom one of these days. 
Now a theatre has a phone between the ticket booth 
and manager’s office. Somebody tries to pass a 
counterfeit. The gal steps on a switch. The boss 
man hears and comes down. Lots of applications. 
Let’s sell this stuff more. 
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EASIER SALES and MORE OF THEM 


New (f AC Circuit Breaker Service 
Equipment Has Ready Acceptance 
by Contractors and Architects 


Here is a new line of €@ AC Circuit Breaker Service Equip- 
ment Units that is a “natural’”’ for Wholesalers because it is 
built for quick turnover . . . It gives Wholesalers’ Salesmen a 
new, interesting and profitable item to offer the trade! 





It is a standardized line—compactly packaged and 
plainly marked for ready identification . . . Easy to stock— 
occupies minimum storage and shelf space . . . It has ready 
acceptance by Contractors and Architects because of the 
added convenience and neat appearance that the AC Cir- 
cuit Breaker construction provides to building owners. 


@ Service Equipments are furnished for 125 volts AC 
service, with main lugs, up to 6 circuits in accordance with 
National Electrical Code requirements. The circuit breakers 
are single pole for lighting branch circuits, or double pole for 
range, water heater, or sub-feeder circuits to load centers in 
other parts of the building . . . They can also be furnished 
with main circuit breaker with any number of branch cir- 
cuits within National Electrical Code limitations. 


Get Ready Now to capitalize on the added Contractor 
business that this new line of Service Equipments is opening 
up. Write for complete information. 


Arank Adam 


ELECTRIC COMPANY 


ST. LOUIS 


a 
BRODUCTS..Zhe Sign of aBetter Job” 
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"1 don't care if this is the developing room—you need more light here and I'm the guy to g 
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This salesman for Lindley Electric, Philadelphia, started selling the 


new lamps on the day they were announced. It has paid him well. 


By A. B. Conklin, Jr. 


J? to the middle of January, Les 
[ Grand sold $10,000 worth of 
fluorescent lighting. That puts him 
well up among the national toppers. 
lt is an example of creative selling 
its best. For not many months 
igo the fluorescent tube was still in 
the hands of the laboratory. 
Of course, Les was interested 
irom the beginning. When the tubes 
ere introduced last summer he 
rnered the local General Electric 
lamp man for more details. And he 
persuaded his boss to order samples. 
because of this foresight, Lindley 
“lectric was fortunate in receiving 
e of the early shipments. And 
e day it came in, Les started mak- 
¢ the rounds with a kit containing 
array of tubes then available. 
it those were just introductory 
lls. He couldn’t make immediate 
les, for what good was a fluores- 
it tube without a suitable reflec- 
and auxiliary equipment ? 
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After making introductory calls 
for some weeks, Les realized the 
market was even larger than he had 
anticipated. Also, he knew that 
competition was going to be keen. 
And it meant he would have to get 
better prepared. So he and four 
other Lindley salesmen drove to 
Nela Park in October to learn still 
more about fluorescent lighting— 
how the lamps are made, where they 
can be used, and their advantages. 
These salesmen spent two full days 
in the lamp works, and returned 
home well schooled and full of sales 
ammunition. 

$y this time the auxiliary equip- 
ment was available for complete in- 
stallations. So Les went after 
orders, and soon learned that he 
couldn’t make enough calls each day. 

He found the answer though. He 
began addressing large groups 
where many people could learn 
about fluorescent illumination at one 
time. His lecture and demonstra- 


HE WANTED TO MAKE MORE MONEY! 


tion was presented to luncheon clubs, 
















































church societies and fraternal or- 
ders. Following each talk a few 
men always gathered round for 
more facts. Some of them were 
good prospects. Les followed these 
with personal calls and closed a 
number of sales as a result. And 
of course some supply business re- 
sulted indirectly from these demon- 
strations. 


Demonstrations Vital 


On his daily sales calls, Les fol- 
lows the demonstration idea. He 
carries each of the seven tubes, at 
least one reflector, and that old 
stand-by—the light meter. With 
these tools, effectively used, he closes 
sales. For he can _ convincingly 
demonstrate the advantages of the 
fluorescent tube for certain types of 
installations. He has analyzed his 
market just as carefully as he did 
the product, so he isn’t walking in 
circles, wondering where to go next. 
He is concentrating on those indus- 
tries that have a lamp heat problem. 
Among those he has sold, or is sell- 
ing, are hosiery mills, meat packers, 
candy makers, jewelry manufactur- 
ers, and wholesalers, drafting rooms, 
and printing plants. 

He is also making inroads into 
the theatrical world by selling 
fluorescent tubes for decorative 
lighting. Another market, which he 
encountered as a result of his lec- 
tures, is the game room. Several 
ping-pong fans were especially in- 
terested in the fluorescent tube as a 
light source. Les told them it would 
be great stuff, and put a friendly 
contractor on the trail. 

Like everyone else, Les can't 
visualize just how far this type of 
lighting will go. He is learning of 
new uses for it every day. And 
that is the interesting thing about 
this sort of specialization. Once you 
get well into it, you continually find 
new uses for your pet product, and 
many new sales opportunities. 














Sell the 


SMALL HOMES BUILDER 


Galloway 


Housing construction is booming and affords plenty 


of business for wholesalers’ salesmen who go after it. 


By 
Edwin Laird Cady 


HE small homes building con- 
£ tractor may be called a builder, 
an operator, or any of several other 
things. But there is no confusion. 

The small homes building con- 
tractor is the Johnnie who builds 
one and two family dwellings and 
other small buildings. To make 
things easy for this discussion, we 
will simply call this contractor the 
“Builder.” 

There are, in general, two kinds 
of builders. One is waiting for the 
market to come back so people will 
“start buying” the same old homes 


10 


he built in 1927, with a few modern- 
izations to lower his costs. The 
other is building houses that will 
sell, and is selling them. 

Some optimistic surveys indicate 
that 500,000 small house units 
will be erected in 1939. The 
U. S. Housing Authority estimates 
5,000 per month under its aegis 
alone. The half million figure 
would up the total by 60% over 
1938, but still be short of the 1929 
figures. This big increase would 
produce plenty of potatoes in the 
line of business, but it might not be 
so good if it encouraged old fash- 
ioned builders to stay that way. 

In view of the difference between 
builders, the fact that there are at 


least 85,000 of them in the country 
may not be very informative. For 
the goods which can be sold to the 
old fashioned builder depend upon 
how far the general market comes 
back this spring and how far he has 
gone along the road to moderniza- 
tion. But the modern builder uses 
more electrical goods than ever be- 
fore and he uses electricity as Iu 
salesman, 

A few comparisons between thi 
two types of builders will show how 
they shape up as markets. 

1. The old fashioned builder ex 
pected to do most of his selling in 
the ‘“‘nesting season” of the spring. 
In winter the interior of the nev 
house was too cold for comfortable, 
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nthusiastic display, and in the sum- 


mer it was too oven hot. The fall 


vas a secondary selling season. 
The modern builder still has 
spring as his heaviest selling season 
-tradition makes it so. But in the 
winter he turns on the oil burner or 
the automatic stoker and sells by 
featuring winter air conditioning 


and comfort economy. In the sum- 


mer he starts the attic fan, the kit- 
chen exhaust and incidental fans, 
and perhaps the air conditioning, and 
still sells by stressing comfort. In 
the cold parts of the spring and 
fall his sales tool is the comfort 
economy of modern incidental heat. 

The old fashioned builder had a 
seasonal business, the modern 
builder has far more of an all year 
one. 

2. The old fashioned builder dis- 
played a shell. Interior and exterior 
were finished, but the very wire 
ends might be sticking through ugly 
holes in the plaster waiting for the 
customer to buy his own fixtures. 

The modern builder displays a 
home finished and furnished. Rugs 
are on the floors, furniture in place, 
pictures hung—and with electrical 
appliances ready to be turned on 
and used. He sells some houses 





To Sell The 
Small Homes Builder 
See 


1. His buyer, sales manager, con- 
struction superintendent and shop 
foreman—they build and sell the 
houses. 


2. The architect, electrical engineer 
and designer who specify materials. 


3. The electrical, ventilating, plumb- 
ing and heating sub-contractors who 
put in the essential services. 


4. The appliance dealer who fur- 
nishes modern electrical necessities 
which turn the houses into homes. 











complete with furnishings. He takes 
it for granted that at least one third 
of the cost of the house will be me- 
chanical, for plumbing, heating, 
cooling, lighting, and the like, and 
that all must be electrified if pos- 
sible. 

3. The old fashioned builder ex- 
pected his customers to be a little 
afraid of electricity—afraid of trou- 
ble, shocks and fires. 








The modern builder uses electrical 
safety as a sales point. He talks 
safety switches, overload protection, 
wiring, conduit, automatic controls, 
and the like. He points out the 
multiplicity of outlets that head off 
spider web hook-ups, so common 
where people use modern appliances 
in old fashioned homes. He dis- 
plays the electric range, sink, laun- 
dry, bathroom and heating plant. 
He knows that modern home buyers 
are electricity minded. 

There is one more comparison. 
The old fashioned builder regarded 





electrical tools as “gadgets,” to be 
used only in the shop, if at all. But 
the modern builder gets power and 
portable electric tools onto the job 
as speedily as possible. 

The builder, then, presents two 
selling jobs: 

1. To sell the old fashioned 
builder what he needs and to con- 
vert him to modern thinking if you 
can. 

2. To cash in on the huge harvest 
the modern builder has for you. 

When selling builders, the first 
step is to find out who is the archi- 
tect. Architects work on at least 
70% of all operations. And all suc- 





(Continued on page 58) 





Electrical Items Purchased by The Small Homes 


FOR HIS MECHANICS fuses 


blow torches 


insulators 


Builder and his Contractors 


door chimes 
fans, attic 


lamps fans, furnace 
cord connectors : 
electric drills lamp cord fans, kitchen exhaust 
electric grinders ners Suto ee, cam 
inciiaihs: Testes motor starters fittings, conduit 
shuciiite, eteiioom reflectors fixtures, lighting 
sinahitia ‘tina safety lamp guards floodlights 
citable tinaiie safety switches fluorescent lamps 
flashlights and batteries — fuses 
hack saws and blades inaemmancont mgs 
snalons FOR THE HOUSES ae 
hates dati ; locknuts and bushings 
ain Gi annunciators panelboards 
aie antennas, radio paste, soldering 
iiutia ton armored conductor plugs, attachment 
inate gash blowers, furnace pull switches 
enh boxes, outlet radio outlets 
ae buzzers receptacles 

cable signaling equipment 
FOR TEMPORARY LIGHT pti na = 

compound, insulating solder 

AND POWER compound, soldering starters, motor 

armored conductor conduit stations, push button 
cable connectors devices, wiring switches, wall 
fuse cut-outs door bells switches, safety 





switches, time 
tape 

thermostats 
transformers 
valves, magnetic 
varnish, insulating 
wire, all sizes 
wire connectors 


FOR MODEL HOMES 


clocks 

coffee makers 
fans 

flat irons 

food mixers 
garbage grinders 
grills 

ironers 

portable lamps 
radios 

ranges 
refrigerators 
roasters 
toasters 

vacuum cleaners 
washers 
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Qnoam the 
INSIDE OUT 


A wholesaler's catalog arranged the way 


contractors specify, use and buy material. 


OWN in Houston, .Texas 
where F. A. DeWalch and the 


people have difficulty in organizing 
complicated orders. He wanted to 


Southern Electric Supply Co. oper- 
ate, distances between wholesalers 
and their contractor customers may 
run to hundreds of miles. Many 
contractors’ orders float in by mail, 


help them when he put out his new 
catalog. He tells it this way :— 

“T figured that if we grouped 
all items in our catalog so that a 
man would begin at the inside of a 


and often essentials are omitted 
which must be shipped separately 
later in response to frantic P.S.’s. 
When Frank De Walch helped 
start “Seco” in June, 1934, one of 
his jobs was to get out a catalog. 
He studied other wholesalers’ books, 


job and work out—he would get De Walt and his logical catalog. 
everything in his order without 
overlooking stuff. So we begin 
with conduit, go through wire, and 
end up with things hung last—fix- 
tures. You might call it a grocery house too. J. P. Hamblen follows 
store arrangement of supplies, as sales, while Frank A. De Walch 
and was struck by the lack of uni- we have all associated items to- is now inside man on collections. 
formity in arrangement. That set gether. It’s a simple, purposeful 
him to thinking. He remembered arrangement, and it works.” 

when he was a boy, and worked in Salesmen for the house work on 
a grocery store. Many a time he a step by step basis too, making 
stood by chewing a pencil, while five calls a day, rain or shine. That’s 
some lady customer racked her their quota, and they make it. They 
memory for all the items she want- are expected to call on contractors, 
ed. It dawned on him that most electricians, and everybody who can 


influence the placing of an order. 
Duties are specialized around the 


With his old grocery training, he 
puts accounts on a C.O.D. basis, if 
bills are not paid by the tenth of 
the month. And, as the firm has 
expanded from 3,500 to 22,000 
square feet of space in four years, 
Frank thinks his grocery store 
training gave him the right idea. 





WHY HAVE WHOLESALERS? 


A few functions they perform better than anyone else. 


@ Right now all industry is public relations conscious. 
Manufacturers tell their employees, customers and neigh- 
bors how useful their companies are in the economic scheme. 
Public utilities present acres of charts, statistics and data 
to show how they operate, and the economies they have 
effected in the cost of their essential services. Even retailers 
conduct nation wide, week long activities designed to bring 
home to Mr. and Mrs. America the vital importance of 


salers’ customers need see fewer salesmen, place fewer 
orders, and receive fewer invoices and shipments. 

2. Carries stock for his customers, saving costs of handling, 
depreciation, obsolescence, idle investment, floor space, insur- 
ance, taxes, freight, cartage and theft. 

3. Furnishes the right materials, at just the right time. 


4. Spreads the cost of distribution for the manufacturer by 





their business. 

But what of wholesalers? Why have them? We know 
the answers, but do all our neighbors and customers know 
them? It is up to the wholesaler—especially the electrical 
wholesaler—to step up and tell his story. 

Every electrical wholesaler performs certain functions. At 
least ten of them are fundamental—and indispensable. He 
performs them better than they could be performed by other 
agencies. Here is what the wholesaler does 
1. Simplifies purchasing by assembling products of many 
manufacturers into a single warehouse and by acting as 
purchasing agent and adviser to his customers. Whole- 


reducing his warehousing, selling and production costs. 

5. Makes prompt adjustments and provides a double guar- 
antee—the maker’s and his own. 

6. Meets emergency demands for extra stock. 

7. Reduces estimating costs for contractors by furnishing 
up-to-date quotations. 

8. Carries credit responsibility. 

9. Furnishes data—catalogs, engineering information. 

10. Helps develop markets for new products, provides full 
distribution for old products, and thus creates business for 
utilities, dealers and contractors. 
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HEN a wholesaler’s salesman is 
W cauipped to sell motors and 
control, he enjoys four decided ad- 
vantages. They help him in all his 
other sales contacts with his indus- 
trial customers and with his con- 
tractors. Here they are :— 

1. He has another 
profit. Even though each customer 
buys motors only once in a while, 
the annual dollar volume from a 
group of buyers is considerable. 


source of 


2. He establishes and develops 
contacts he would not make other- 
Motors are so important to 
the man who supervises the ma- 
chines they drive, that purchasing 
agents generally refer motor sales- 
men to the plant electrician, the 
engineer, and to the department head 
for whom they are being purchased. 
These contacts help sell supplies. 


wise. 


3. He gets access to the plant it- 
self. Often the meetings between the 
plant people and motor salesmen 
take place right at the point where 
the motor is to be used. An alert 
salesman sees a lot on his way there 
and back, and learns where new 
lighting, ventilation or control is 
needed. And he has a chance to 
liscuss such items with these men, 
nd so pave the way for the future. 


4. He builds prestige with his 
istomers. Plant people and con- 
tractors’ men have a certain respect 
a technical salesman. If he 
lls motors his stock goes up. 

Of course, motor sales by whole- 
lers are naturally restricted to 
ose standard sizes and types pur- 
iased generally by industrials and 
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contractors. Machine tool builders 
and others buying motors to be in- 
corporated into their own products 
so often need something special that 
they buy direct from the motor man- 
ufacturer and get the help of his 
engineering staff. The same holds 
true for very large motors, and mo- 
tors especially designed to fit par- 
ticular special applications. So lay 
off this class of business. 

But in spite of that there is still 
plenty of business left for whole- 
salers in the general purpose field. 
And we have the advantage of know- 
ing our customer’s daily needs. 

Actually, the sale of general pur- 
pose motors and control to indus- 
trials and contractors is not much 
different from the sale of any other 
supply or apparatus item. It just 
requires a certain amount of knowl- 





By 


Don Benson 





edge, training and work. So does 
the sale of lighting or ventilation. 
In a few hours any experienced 
wholesaler’s salesman can learn the 
essentials. There are only four basic 
questions to be answered before any 
motor can be applied. But they are 
fundamental. And you have to an- 
swer them right the first time. 
These fundamentals are: 


1—CIRCUIT. 

Every motor purchased is con- 
nected to some power supply. What 
is it—ac or de? If ac, what is the 


voltage, how many phases, and what 


Motor Sates 


FOR 
EXTRA PROFITS 


Wholesalers’ salesmen can sell motors, 
build up their industrial customers, 


and make themselves more money. 


frequency (cycles)? If dc, what 


is the voltage? 


2—APPLICATION. 


The motor will be connected to 
the driven machine by belt drive, 
V-belt or coupling. If coupled, the 
speed of the motor is the speed re- 
quired for the machine. If belted, 
the motor speed is two to four times 
higher than that of the driven ma- 
chine, or up to six times if the drive 
is by V-belt. So you have to se- 
lect your motor speed, and figure 
the pulley size. The pricebook tells 
you how. And don’t forget that the 
sliding base and the pulley, are two 
more things to sell. 


3—LOAD. 


Is it constant or variable speed? 
Does it start easily, like a pump or 
fan, or hard, like a punch press with 
a heavy flywheel? Select the right 
motor to meet this condition. 


4—CONTROL. 


That’s where you and the cus- 
tomer get together. You agree 
whether he wants a push button 
type magnetic control, or a simple 
hand starter. Is there a safety 
switch required ahead of the starter? 
Of course, the better job you do in 
selling these, the happier your cus- 
tomer will be. 

And so that is just about all 
there is to selecting a proper general 
purpose motor. It sounds easy. And 
it is—JF you have studied the fun- 
damentals, and know what you must 
recommend for the job at hand. 








srupy of the salesmen’s re- 
A port situation among electrical 
wholesalers shows that while all the 
national houses require their sales- 
men to make regular written reports 
on their calls only 58 per cent of 
the 
This means that 


the independent houses have 
same requirement. 
about half the independent houses, 
large and small, do not have any 
written record of what their men 
are doing day by day or week by 
As practices differ between 
large and small houses, the inde- 
pendent electrical wholesalers of the 


W eek. 


country were divided as follows: 
Large houses—those employing 
more salesmen exclusive of 
men. 
houses 


ten or 
counter 

Small 
less than ten, but at least five sales- 


those employing 


men exclusive of counter men. 
Many Go It Blind 


\s the charts on this page show, 
64 per the inde- 
pendent houses and 52 per cent of 


cent of larger 
the smaller regard the salesmen’s 
call report as of unquestioned value. 
But 36 per cent of the larger in- 
dependents and 48 per cent of the 
smaller use no salesmen’s reports. 

It is not surprising that the larger 
report 
The more 


conscious 
men 


houses are 
than the 
there are in a sales organization the 


more 
smaller. 


greater the need for some regular 


Proportion of Independent Electrical Wholesalers Re- 
quiring Salesmen to Make Regular Written Reports. 
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‘Less than 10 but 











52% to make regular 
written 


])IJIL L_=>-==—-. 


yo 


This man makes up his reports and rounds out the day’s selling. 


written statement of each man’s ac- 
tivities over a given period of time— 
day, week or month. Also, as was 
shown in a previous article, 76 per 
cent of the independent electrical 
wholesalers have no one in their or- 
ganizations definitely charged with 
the work of salesmen. 
Where management is let 
slide reports are not likely to be 
required. On the other hand, that 
so large a proportion of all electrical 
wholesalers require reports indicates 


managing 
sales 


Proportion of Independent 
Requiring Daily, 





Wd 











10 or more 
Salesmen 


that report writing by the salesmen 
and report receiving and filing by 
some executive or clerk, is perhaps 
the extent of the sales management 
practiced in many houses. 

Why do some wholesalers con 
tent themselves with a system of 
salesmen’s reports that is sketchy, 
to say the least, and which fails to 
show the work that is actually being 
done, and where and why? Why 
do other wholesalers make no use of 
salesmen’s reports at all? It is 


Wholesalers 
Monthly Reports. 


Electrical 
Weekly or 


Daily 
only 
20% Weekly reports only 


=| 8% Monthly reports only 


Require salesmen 


reports 


Do not require 





at least 5 salesmen 


Less than 10 but 











. 


Y 
///,1B% Weekly reports only 


THE WHOLESALER’S SALESMAN — March 1939 





4 




















ors 
‘ts. 


rr 


g 


largely because of the feeling that 
resent the supervision 
which writing out reports implies. 
This is particularly true 


salesmen 


where 
salesmen are working on a commis- 
sion basis and so feel somewhat in- 
dependent. 


Reports Are Sales Tools 


gut the good salesman who 
knows that the house can cooperate 
with him best if it knows what he 
s doing and has a complete record 
of his operations, does not hesitate 
to use his call reports as_ selling 
ols to help him make more money. 
No matter how high class, or how 
low class a salesman may be, the 
filling out of a report on his calls 
regular intervals makes him a 
better salesman. There should be 
» ground for resentment, unless 
e house by failing to make use of 
e information supplied, 
at the system is merely being used 
ior checking purposes. 


proves 


The wholesalers who use sales- 
en's reports as a method of sales 
timulation and control are unani- 
us in saying that their men’s re- 
rts are the most valuable sources 
information they have. Through 
careful study and tabulation of 
information in these reports a 


This lad ducks the paper work, hops to the movies. 


DO YOU? 





wholesaler may learn many things 
about the high costs of selling and 
the reasons therefor; he may dis- 
cover that some territories are too 
large and others too small; that 
many worthwhile accounts are un- 
der-cultivated, and some relatively 
unimportant ones over-cultivated. 
He may discover that some lines are 
slipping because they are not being 
properly pushed and hence need 
special consideration—perhaps spe- 
cia! compensation—in selling. 

The salesman’s call is the com- 
mon denominator in selling. It is 
the one thing that is comparable in 
every territory. Selling expense is 
nothing more than the projection of 
the cost of all kinds of sales calls, 
spread over the resultant business. 
More sales calls, or more effective 
sales calls, is often the answer to 
the problem of reducing sales ex- 
pense. But no one can determine 
this until he has studied and 
analyzed the calls now being made. 

That both the large and small 
houses, who require them, recog- 
nize that call reports are most valu- 
able if made frequently, is shown by 
the fact that 72 per cent of the large 
and 87 per cent of the small demand 
daily reports from their men. Week- 
ly reports come next in popularity, 
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What proportion of electrical 
wholesalers 
write them and how often? This 


question is answered by a sur- 


small wholesalers are doing. 


make their men 





vey of what beth large and 


By 
John H. Frederick 


with 20 per cent of the large houses 
and 13 per cent of the smaller satis- 
fied if their men report on their 
activities this frequently. Monthly 
reports are not used by any of the 
smaller houses, but are used by 8 
per cent of the larger. 


Four Things Reports Do 


Here are some of the reasons why 
wholesalers ask their men to write 
up call reports: 


1. Reports can be a big help to the 
salesmen in planning their work. The 
way to get the most out of report writ- 
ing is for the salesman to make out each 
daily or weekly report partly in advance. 
List the calls before they are made. This 
provides a track to run on, a working 
schedule. The other information required 
can be entered after calls are made. That 
old saying—‘“Plan your work, then work 
your plan” never applied to anything more 
strongly than it does to selling because 
systematic planning makes sales. 

2. Reports help wholesalers to help 
their salesmen. They furnish a basis for 
talking things over and making sugges- 
tions that mean more sales. 

3. Reports provide a check on custom- 
ers. They are a running history of each 
account and each territory. They give an 
idea of the competitive situation more 
quickly and easily than any other method 
so that action can be taken at the proper 
time. 


4. Reports build up a mailing list auto- 
matically, and keep it alive and working. 
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By 
Earl Whitehorne 


THESE HALF-SALERS 


HEN I first knew the wholesaler’s salesman, he was a travel- 

ing man. Sunday night he packed his bag and his wife 
tucked in a bottle of cough syrup and said, “Be careful!” Next 
morning he jumped the 6:05, on the go from town to town. 

In those days every “jobber” had to have a “territory.” Then 
suddenly they all went to breeding. The three chains each raised 
a family of up towards a hundred branches. And most every inde- 
pendent thought he’d better have a litter of pups too—and a lot 
of ’em lived. Until today you can’t swing a cat in any town big 
enough to have a jail, without hitting some electrical supply store. 


HIS unfortunate development has laid a blight upon the in- 
dustry. With too many localized wholesalers running in and 
out on every buyer, the old sense of functional responsibility is 
gone. Warehouse stocks have dwindled. Factory shipments have 
increased. Small orders have multiplied. Price courage is cold. 
In the old days the manufacturer set up a few distributors re- 
sponsible for the development of the market. These sold to jobbers 
who provided regional coverage. Right down the line, distributor 
and jobber had to carry full stocks, provide turnover and maintain 
prices—or else. But now almost any one who claims to be a whole- 
saler gets the full discount on somebody’s line. 

So the land is filled with these electrical “half-salers’. Some 
carry almost no stock. Some create no market beyond the neighbor- 
hood. Some destroy values by selling over the counter at cut prices. 
And as a result, our electrical distribution system is now smitten 
with a creeping paralysis come from overcrowding, under nourish- 
ment and fear. And this disease is steadily infecting both the manu- 
facturer and the contractor. 


HAT to do? It’s plain enough. The only real question is 
whether it shall be done now or later when we are sicker. 
Some day we will go back to some equivalent of that natural com- 
bination of a distributor who must distribute and wholesalers who 
must warehouse, sell, deliver and extend credit. But it never has 
and never will work unless wholesalers function fully and quit giv- 
ing away the profits that are supposed to pay for a complete service 
rendered to both supplier and customer. 


And what’s this to the wholesaler’s salesman? Well, the industry 7 


needs his help. 
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S' JME =men move ahead and 
make money by neglecting the 
rule book. And to hell with anyone 
or anything that gets in their way. 
But Harry C. Clarke, president ot 
the Crescent Electric Company, De- 
troit, plays the game fairly. He has 
advanced far and made money hon- 
estly, decently and _ considerately. 
\sk any of the local electrical boys 
manu- 
about 


contractors, wholesalers, 
facturers, and all the rest 
Harry Clarke. When the entire in- 
dustry choruses that he’s a grand 
guy, that’s that. So let’s take this 
Clarke apart and find out 
why the local boys have respect and 


fellow 


a genuine liking for him. 
A Good Salesman 


In the first place he is absolutely 
sincere; his word cannot be ques- 
tioned. And that is important in 
any business. His customers and 
‘ompetitors know that his word is 
good, and his promises are always 
kept. That applies to both Clarke 
personally, and to his company. 
Logically enough, this characteristic 
as been profitable for him, because 
his kind of a_ reputation 
round even in a city the size of 
etroit. . 


gets 


But honesty alone isn’t enough. 
here are lots of honest folks in the 
orld. Well, Harry Clarke is a 
lesman too. He can sell himself, 


is house and his lines. His selling 
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MEN YOU 


SHOULD KNOW 





is of the quiet, orderly type—but 
Also he’s a 
And he can step out 
and bring in the orders because he 
electrical business and 
what he has to sell, thereby render- 


what he says counts. 
good mixer. 


knows the 


ing a definite service. 
Learned The Hard Way 


But Harry Clarke, is more than 
a good salesman. Otherwise he 
would still be working for another 
wholesaler. He is ambitious and a 
hard worker. That is no new devel- 
opment. When he came here from 
England, as a lad, he had to get out 
and hustle. His family settled in a 
small Illinois town for awhile and 
Harry did odd jobs after school to 
help the family kitty along. When 
they moved to Ypsilanti, Michigan, 
he took a full time job as a helper 
in the local power plant. 

After getting some idea of what 
it was all about, he resigned from 
the utility to become an electrician. 
Then in 1907 he moved to Detroit, 
went with the Frank C. 
Teal Company. At that time Teal 
had three departments—construc- 
tion, motor repair and 
Clarke went with the wiring crew. 
A vear or so later he went into the 
sales department. He enjoved sell- 


where he 


jobbing. 


ing and found he could make more 
money doing it. 





Harry C. Clarke 


“ 


OF DETROIT 






A fine personality backed 
by integrity and ambition. 





About 
troit 
house. So he and M. T. 
ganized the Crescent Electric Com- 


1911 he decided that De- 


could use another jobbing 


Green or- 


pany. Green handled all the inside 
work and Clarke took to the road. 
That, incidentally, is how they still 
operate. It is a natural combination. 

When they started in business 
there were five on the force, in- 
cluding the two bosses. Now there 
are 25 on the payroll. At first 


Crescent concentrated on contrac 


tors. But with the growth of the 
automobile industry, Clarke and his 
fellow-salesmen started selling the 


industrial plants that were fast 
opening in and around the city. 
These days their business is about 
evertly divided between contractors 
and industrials. 


Industry Minded 

Clarke is also respected because 
he works diligently for the Zor xd of 
the industry. Locally he takes an 
active part in the activities of the 
Electric Club, an _— all-indusiry 
group. During 1937 he served the 
association as president. He is also 
interested in national affairs 
through his affiliation with the Na- 
tional Electrical Wholesalers Asso- 
ciation. 

Although Harry Clarke enjoys 
the electrical business, with its fun 
and troubles, he is smart enough to 
take time off for play. 






















AT YOUR COM 


Many a salesman starts out with nothing 
more than Code wire orders in mind... And 
just suppose a customer wants wire or cable 
for a different kind of service entirely. Then 
what?... Entirely beyond the all-important 
staples, you should have, at command, data 
on a complete line of wires and cables—and, 
preferably, from one dependable source of 
supply. And that is a prime advantage in 
being lined up with General Cable... 


The Line that has Everything. 





Ihe General Cable Sales Offices are organized as an instrument of jobber cooperation. Are you ready to 
take advantage? Sales Offices: Atlanta, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, 
Los Angeles, New York, Philadelphia, Pittsburgh, Rome (N.Y.), St. Louis, San Francisco, Seattle 
Washington (D.C.) 





SALES THROUGH ESTABLISHED WHOLESALERS, OUR POLICY; 
WHOLE-HEARTED COOPERATION WITH WHOLESALERS, OUR PRIDE 
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Last month some 500 electrical manufacturers gathered at New York's 


Waldorf-Astoria for the NEMA convention. Social highlight was the dinner 


when most of them put on stiff shirts and our photographer did his stuff. 


al NEMA'S /5ig Night 


Carl L. Peirce, Jr., left, head of NEMA and president of A smiling side view through the It was lots of fun for F. W. 
Hubbard & Co., heartily congratulates John A. Johnson. cooperation of A. L. Eustace, Magin of Square D. Like all 
president of Kuhlman Electric, who has completed 50 years Economy Fuse. That's J. L. the rest, he thoroughly enjoyed 
of service to the industry. Messer behind the boss. the annual dinner party. 


A trio act by Max McGraw. McGraw Electric; Ben Tassie, W. E. Sprackling, Anaconda, O. E. Shreve of General Electric 
Manning Bowman, and Sears Condit, Chase-Shawmut. talked adequate wiring. gets set for the flash. 


From the left, are Howard Weber, U. S. M. C. Carroll, Chase Shawmut, puts the Ted Foster of General Electric with Vic 
Rubber, Fred Pinkerton, same firm, and finger on Bruce Fleming of NEMA and Despard of Pass and Seymour. Vic takes 
F. J. Buehler, National Electric Products. they both laugh about it. it seriously, though. 
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HERE'S more than one way to 
T skin a cat. And more than one 
way to arouse a dealer’s interest in 
your lines. When straight selling 
doesn’t work, try another line of at- 
tack. I’ve learned the value of it in 
a good many years of selling. Here’s 
what I mean. 

[ had been trying every way | 
knew to sell flashlights and batteries 
to a drugstore near Des Moines. 
But this merchant wouldn’t have 
ny of them. In fact I never really 
got to tell him my story. He was 
always courteous and pleasant, but 
before I knew it he’d ‘yes-me-out’ 
of the store every time I called. 

But I was so sure he was a log- 
ical outlet and that he would be a 
good account if I could sign him, 
that I kept at it. I called so many 
times he got to know me better than 
his neighbors. He treated me like 
one too—friendly, but no business. 
Even the cop on the corner started 
calling me by my first name and 
never tired of the cigars I passed 
out. 

Still the result was exactly noth- 
ing. I had just about made up my 
mind to give it up as a bad job. It 
seemed silly to go on wasting my 
time, and the druggist’s, unless we 
were going to get somewhere. 


A New Approach 


Then one morning, when I hap- 
pened to be in the neighborhood 
very early in the morning, I de- 
cided to try it once more. When I 
entered the store, the clerk was in 
the back room. I was pretty sure 
that I saw the boss dick behind 
the prescription counter as I came 
in. I walked over to the cigar case 
and stood there a few minutes. No 
one paid any attention; so I called 
out, 

“Well, who works at this end?” 

The clerk came up on a trot and 


said, 


ql “Oh, I thought you just wanted 


» to see the boss.” 
, This was my cue, and I grabbed 
= it. I said, 
» “Charley, even a salesman might 
| sometimes buy a cigar.” And I 
iollowed up with a better selling 
§ talk than I’ve heard at a lot of sales 
» meetings. I talked to that clerk 
about him and how he could help 
iimself by making the attempt to 
ll even a salesman. I made him 








Come Up 


ON THE OTHER SIDE 


Proving that there is more than one 


way fo get a sales story across. 
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Al Lane has covered the territory for 
Terry-Durin Company, Cedar Rapids, 
lowa, for quite a while. And he has sold 
some pretty tough customers, like the 
one he describes here. 


see how every person who entered 
that store was a potential customer, 
and threw in a few suggestions on 
how the old cash register could be 
made to tinkle more often. Then I 
told him it was up to him whether 
he remained a clerk all his life, or 
whether he went on to more re- 
sponsible and lucrative selling jobs. 


And Showmanship 


As I had hoped, the boss was 
taking it all in. Every now and then 
during my little lecture he peeked 
around the corner of the prescrip- 
tion counter. He was listening all 
right. 

So I decided to put on an act. I 
opened my case and took out a 
flashlight counter display card and 
the lights to go with it, 


By A. H. Lane 


“Now Charley”, I said, “here's 
what I mean.” 

Then I went over with him all 
the sales points on my flashlight 
line I had been trying to tell his 
boss for months. I told him how 
flashlight sales meant extra business 
for the store, and extra volume for 
the clerk who sold them. I pointed 
out that most flashlight buyers come 
into the store for something else, 
and buy the lights because some 
alert: clerk remembers to call the 
customer’s attention to them. I 
gave him the whole works, and 
when I stopped he thanked me, and 
just then the boss came out. 


It Worked 


“Al”, said he, “that’s the best 


sales argument for flashlights I 


have ever heard. It deserves credit. 
Why haven't you told me that be- 
fore? Come on back with your 
catalog.” 

I checked my impulse to tell him 
that he had never given me the op- 
portunity, and followed him back 
to his office with my book and sam- 
ples. He gave me a nice order, and, 
as I had hoped, his store developed 
into one of my best flashlight ac- 
counts. 

And that story shows what I 
mean when I say, “Come up on the 
Other Side”. If you are blocked on 
one approach, try a new one. You 
never know until you have tried 
them all which one will work. 

And it shows, too, that a sales- 
man never can be sure when he is 
all through. Too often an account 
is broken, as in this case, after you 
are sure you haven’t a chance. So 
it’s most worthwhile to keep trying 
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Fred E. Ross, manager for W. F. 
Irish Co., New York wholesaler, 


gives some points on service. 


— is the sole reason for the 
existence of an electrical whole- 
We do things 
for our customers that they cannot 
afford to do for themselves, there- 


sale house like ours. 


fore they buy through us: We 
do things for the manufacturers 
which would cost them more to do 
for themselves, therefore they sell 
through us. 

Doing things for others is service. 
From a service point of view, it is 
much better for a salesman to know 
a reasonable number of customers 
and prospects, and know them well, 
than for him to know a large num- 
ber poorly. Just how well should he 
know them? From a service angle, he 
cannot know them too well. Cus- 
tomers’ needs for service vary to an 
amazing degree. For service is not a 
mere physical thing, a mere matter 
of getting the right goods there at 
the right time. Service is also a men- 
tal thing, a cooperation of minds. 

A salesman, then, must know how 
the mind of his customer works, and 
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must gear his own mind to it. And 
to do that, he needs to know a great 
deal about the customer. 

We have some customers, for 
instance, who will put down 
their pliers and rush to the 
phone the moment they need 
any little part or supply. 
If we were to take that tiny order, 
and shoot it over by special messen- 
ger, probably in a few minutes, the 
same voice would be back on the 
wire asking for something else. The 
thing might easily be repeated ten 
times in one day. 


Picture The Job 


But if the salesman, who answers 
the phone, knows the customer well 
enough he can form an instant men- 
tal picture of the job he is doing. 
Then he can ask the customer a few 
quick questions, suggest a number 
of items which will probably be 
needed sooner or later, and get a 
much larger order. 

From our point of view, of course, 
the larger order on a single delivery 
is profitable and desirable. But think 
of the customer's point of view. 

When we get all the items he 
needs onto one list, and deliver them 
in one batch, we save him time and 


delay. He gets his job done quicker. 
It saves him costs and troubles, not 
to mention his telephone nickels. That 
is service. 

But this does not mean that our 
salesmen think for our customers. 


Rather, they think with them. 
Gear Your Mind To His 


In such a case as that, the cus- 
tomer thinks of the work he is doing, 
which is his natural mental function. 
The salesman thinks of the supplies 
which will be needed. This in turn 
is his natural mental function. The 
two minds work together to the 
common end of lowest costs on the 
customer’s job. And that kind of 
thinking by a salesman is service. 

There are other customers 
who never start jobs unless 
they have figured out all the 
necessary supplies. A_ salesman 
who goes too far in suggesting addi- 
tional items to that kind of customer, 
makes himself a pest. And pestering 
a customer is not service. 


Know What To Suggest 


If a customer is open to sugges- 
tions help him. Perhaps a different 
type of reflector, to give more con- 
centrated light, or a better type of 
limit switch to lessen maintenance 
troubles, or an automatic alarm bell 
to safeguard a fire hazard, may im- 
prove the job or lessen its overall 
costs. 

This is creative selling. And crea- 
tive selling is the highest form of 
service. 

When the suggestions are all in, 
many of our customers like to shop 
around to see if they can get better 
prices. We are human enough to wish 
they didn’t, but they do. Our service 
has to be adjusted to this. 

Some customers are positive in 
their actions. When they have 
shopped, they either call us back and 


(Continued on page 59) 


THE WHOLESALER’S SALESMAN — March 1939 

















SS 


jan 


ont 
on- 

of 
nce 
yell 


rall 


of 


in, 
hop 
tter 
rish 


vice 

in 
ave 
and 


WAREHOUSE AREAS OCCUPIED BY 635 


PERCENTAGE OF INDEPENDENT ELECTRICAL 


INDEPENDENT ELECTRICAL WHOLESALE HOUSES | “HOLESALERS WITH ONE, TWO OR MORE 


TM, 


VALUE OF STOCKS CARRIED BY 686 
INDEPENDENT ELECTRICAL WHOLESALERS 


CITY, COUNTRY AND COUNTER SALESMEN 











| Electrical Wholesaler 


1939 MODEL 


HE annual compilation of data 

for the “Verified Directory of 
Electrical Wholesalers” discloses an 
interesting picture of our industry. 
Listed below are some of the high- 
lights. Taken together they show 
just what tools the electrical whole- 
saler uses to run his business, and 
the size of his operation. 


1. Numbers and Lines 


There are 1137 establishments. 
All carry supplies. In addition 88.3 
per cent carry appliances, 80.7 per 
cent carry residential lighting fix- 
tures, 47.6 per cent carry radios. 


2. Ownership 


Of the total, 785 are independent 
wholesalers. In addition 86 inde- 
pendents are General Electric dis- 
tributors and Westinghouse agent- 
jobbers. And there are 266 houses 
belonging to the General Electric, 
Graybar and Westinghous chains 


3. Non-electrical Wholesalers 


There are 157 wholesalers in 
other classes who carry complete 
electrical supply lines. These com- 
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prise 66 hardware, 38 mill supply, 
26 general supply, 14 plumbing and 
13 automotive supply distributors. 


4. Independent Chains 


Some 78 independent electrical 
wholesalers have “little chain” or- 
ganizations of their own. Of these, 
52 have one, 15 have two, 5 have 
three, 1 has four, and 3 have five 
branches. One independent chain 
has six branches and another eight. 
There are three pairs of affiliated 
houses and one three-way affiliation. 


5. Associations 

Electrical wholesalers appreciate 
the advantages of industry organ- 
ization. In this group, 467 are 
NEWA members or belong to 
chains having memberships. And 
260 are members of local associa 
tions, clubs or other groups. 


6. Warehouse Space and Stocks 
Carried 
The majority of independent elec 
trical wholesalers occupy 4000 to 
12,000 square feet of warehouse, 


and carry a $20,000 to $100,000 in 


SALESMAN 


Here's how 





independent 


electrical wholesalers 


line up. Some facts 


about their operations. 


ventory. The accompanying charts 
give a break-down of the over-all 
warehouse space and stock value 


7. Sales Forces 


Most all wholesalers employ city, 
country and counter salesmen. 
Some, operating in metropolitan 
centers, have no country salesmen, 
and a few mail order houses employ 
no outside salesmen. The chart 
shows the percentage of independent 
wholesalers employing one, two 
and more salesmen in each group. 
It is of interest to note that three 
large independent wholesalers have 
more than 20 city salesmen each. 
One has 15 country salesmen and 
two have 12 each; and three whole- 
salers have forces of 11, 12 and 15 
counter salesmen respectively. 


8. Retail Sales 

Some 18 per cent of electrical 
wholesalers admit that they do vary- 
ing amounts of retail business, in- 
cidental to regular wholesaler oper- 
ations. The average volume of sales 
at retail is 10 per cent of their total. 

The data collected in these studies 
allow one to construct that mythical 
“average” figure who always shows 
up somewhere in the midst of tabu- 
lations. This one is the “average” 
independent electrical wholesaler. 
He is an individual with the follow- 
ing characteristics: 

1. He carries complete supply 
lines. He probably carries traffic 
appliances. And he may carry resi- 
dential fixtures or radios, or both. 

2. It is a better-than-even chance 
that he belongs to NEWA or to a 
local wholesaler group. 

3. It’s a nine-to-one bet that he 
operates only this one house. 

4. His average warehouse stock 
is worth $32,000. 

5. His warehouse floor space is 
15,000 square feet. 

6. He has two city, two country 
and two counter salesmen. 

7. And it is four-to-one that he 
does a strictly wholesale business 
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OIL DISCONNECT 


FEATURES . . . Has three sets of gang 
operated disconnecting links enclosed in 
compact tank. Serves as switching unit 
for by-passing voltage regulators. DE- 
TAILS . . . Two outer switching links con- 
nect regulator leads to line. Middle 
switching links close line for by-passing 
regulators. Outer and middle links prop- 
erly interlocked mechanically and electri- 
cally. MADE BY ...G & W Electric 
Specialty Co., 7780 Dante Ave., Chicago. 





BI-POST LUMINAIRE 


————— 4 





j 


FEATURES . . . Indirect lighting unit, 
with glass basin, designed for use with 
incandescent medium Bipost lamp. For 
low ceiling heights as well as for general 
commercial lighting applications. DE- 
TAILS . . . Available in 750-1000 watt 
size only. Reflector-basin is patented 
Denax glass, which combines high re- 


flecting efficiency and low exterior sur- 
face brightness. Complete hanger has 
satin aluminum finish. Overall length is 
463%,”. Diameter of bowl is 2034”. 
Catalogued as Type GB. MADE BY... 
Westinghouse Elec. & Mfg. Co., Lighting 
Div., Cleveland. 


GLASS COFFEE MAKER 


FEATURES . .. Has Pyrex glass filter 
rod. DETAILS . . . Three sizes in this 
model—4, 6, and 8 cup capacities. 
Black trim. Metal parts chromium 
plated. Heat-resisting glass, guaran- 
teed against heat breakage. Lists at 
$4.95. MADE BY ... Landers, Frary & 
Clark, New Britain, Conn. 


FLUORESCENT REFLECTOR 


FEATURES .. . Especially desirable for 
spot work application where operator 
must be close to lamp and work. DE- 
TAILS . . . Inner reflector has polished 
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Alzak aluminum surface. Cast anodized 
aluminum plates, at each end of chro- 
mium plated steel outer channel, hold 
channel and inner reflector rigidly, pre- 
venting distortion. Operating auxiliary 
housed in channel. Equipped with toggle 
switch. Has half-inch fitting in top cen- 
ter. Eyelets at either end permit sus- 
pension from wire or chain supports. 
MADE BY ... The Miller Co., Meriden, 


Conn. 





FLUORESCENT LAMP 


FEATURES .. . One hundred-watt fluores- 
cent lamp to supplement maker's line 
of industrial lighting units such as the 
long-tube Cooper Hewitt lamp. This 
lamp is a tubular light source, four-feet 
in effective length. DETAILS .. . Con- 
trasted with 100-watt bulb-type mercury 
lamp, having an initial efficiency of 35 
lumens per watt (more than twice that 
of incandescent lamps), the efficiency 
of the 100-watt fluorescent lamp is 50 
lumens per watt. MADE BY , . . General 
Electric Vapor Lamp Co., Hoboken, N. J. 
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Another Cutler-Hammer Contribution to 
America’s Adequate Wiring Program 


For Today’s Biggest Market 
America’s New Small Homes 


A winner for beauty ...a record-breaker 
for cost-cutting speedy installation ... top 
quality at rock-bottom price 


The new Cutler-Hammer 30 amp. 4302 Fuse- 
less Main Switch so completely fills the bill for 
today’s huge small-home building market that 
it simply has NO competition. Check it over 
yourself ... compare its appearance... its 
price ... the man-hour installation savings it 
offers ... its safety . . . its convenience . . . its 
quality. This switch has everything. It’s now in 
stock at all Cutler-Hammer wholesalers. Don’t 
let this opportunity get away... The C-H 
4302 is a money-maker. CUTLER-HAMMER, 
Inc., Pioneer Electrical Manufacturers, 1327 
St. Paul Avenue, Milwaukee, Wisconsin. — 


acide ee 
CUTLER-HAMMER 


ee 
= SERVICE CONTROL: 


C-H jae 


— 


Check 


these 


Star Features 
LOOKS-—Styled with 


exceptionally good taste 
... it has no equal. 


SPEED — Designed with 
every known feature to 
provide a better installa- 
tion at cost-cutting speed. 


QUALITY —Engineered 
and built to guaranteed 
Cutler-Hammer standards. 


PRICE—There is abso- 
lutely no comparable 
switch on the market at 
such low price. 


Prices é 

Bulletin 4302-H1 
2 Branch Circuits 

List $2.80 
Bulletin 4302-H2 
4 Branch Circuits 

List $6.50 
Bulletin 4302-H3 
6 Branch Circuits 

List $7.50 


NOTE: THESE PRICES FOR 
SURFACE MOUNTING TYPES. 
FLUSH MOUNTING TYPES 
SLIGHTLY HIGHER IN PRICE. 





MEGOHMETER 





FEATURES ... Small in size and light in 
weight. For insulation resistance 
measurements by voltmeter method. 
DETAILS . . . Moving coil type measur- 
ing element. Generator is hand operated 
through worm and gear drive. Continu- 
ous wound type armature. Folding 
generator crank fits into recess at end 
of case when not in use. Model “OK”. 
MADE BY ... Herman H. Sticht & Co. 
27 Park Place, New York. 


INTERFERENCE FILTERS 





FEATURES .. . Seven filters in the line. 
Of both capacitor and combination ca- 
pacitor and inductor types. DETAILS 
. . « For use with radio receivers, office 
machines, battery chargers, drink mixers, 
various electrical appliances, etc. MADE 
BY . . . Cornell-Dubilier Elec. Corp. 
South Plainfield, N. J. 





BEVERAGE COOLERS 


FEATURES .. . Four models in line. Con- 
densing units hermetically sealed. DE- 
TAILS . . . Coils are soldered to outside 
of cooling tank. Ice is automatically 
released in water container. Finished 


with vitreous enamel. Top rail and slide 
type lids of stainless steel. Frame of 
welded iron construction. Models 
handle 160 to 480 twelve-ounce bottles. 
MADE BY ... Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio. 





FEATURES . . . Designed especially for 
small kitchens. DETAILS ... Has large, 
automatic oven and three Calrod surface 
units, one of which is a five-heat unit. 
Is of one-piece solid, seamless steel 
finished with acid-resistant porcelain 
enamel. Sliding shelves are adjustable 
and one is reversible. Unit in oven is 
3000-watt open-coil type. Surface units 
are 2100-watt, 1200-watt and 1300-watt. 
Front switch panel has streamlined but- 
tons. Receptacle for small appliances. 
Called ‘Aurora’. MADE BY .. . General 
Electric Co., Cleveland. 





POWER-CHARGER 


FEATURES .. . Electrically started bat- 
tery-charging plant of 12-volt, 300-watt 
capacity. Suggested for lighting farm 
homes, cottages, stands, etc. Also for 
charging 6-volt batteries. DETAILS ... 
Generator is specially built. Design of 
generator prevents burning out of arma- 
ture if battery becomes disconnected in 
charging. Automatic cut-out prevents 
battery from discharging when hooked 
to idle unit. Control switch has ‘start’, 
“neutral” and “high” and “low" posi- 
tions. Four-cycle air cooled motor, elec- 
trically cranked by generator through 
series winding. Motor speed automati- 
cally controlled by adjustable pneumatic 
governor. MADE BY ... Briggs & Strat- 
ton Corp., Milwaukee. 
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——RANGE AND ENTRANCE SWITCH 


FEATURES .. . Compact and easily wired 
60-ampere range and entrance switch. 
DETAILS . . . Aluminum finish both in- 
side and out. Surface type is provided 
with a separate fuse compartment door, 
hinged to front, making possible a semi- 
flush installation. No. 2924-4. MADE 
BY ... The Trumbull Electric Mfg. Co.., 


Plainville, Conn. 





UNIVERSAL TAP 


FEATURES . . . Universal type, combina- 
tion tee—parallel tap. Fitting, in three 
body sizes, takes any type wire or cable 
or tubing from 1/0 to 500M CM on the 
main and No. 14 to No. 4 on branch. 
DETAILS . . . One piece construction. 
Range of three wody sizes on main is 
1/0 to 4/0M CM; 4/0 to 300M CM; 300 
to 500M CM. Cast of high conductivity 
copper alloy. MADE BY ... The Thoma; 
& Betts Co., Elizabeth, N. J. 





CONNECTOR 


FEATURES . . . Connector requires no 
locknut. Easily installed and locked in 
place by turning two adjacent screws. 
One clamps cable sheath. The other 
expands external jaws which bite into the 
box, assuring perfect ground. DETAILS 
. . « No. 7216-V is for armored cable. 





THE NEWEST PROFIT-MAKER 
IN THE ELECTRICAL FIELD 


IT’S SAFER—tests prove that a single 
thickness of U.S. Twinsulation will with- 
stand from 7,500 to 10,000 Volts. Ap- 
proved and Listed by the Underwriters’ 

Laboratories. LASTS LONGER—gives 

maximum resistance to moisture, 
heat, cold, and abrasion. ECONOMICAL 
..--One ply of U.S. Twinsulation is 
equivalent in dielectric strength to at 
least six plies of regular Friction Tape. 
UNIFORMITY—The fabric base prevents 
stretching, assuring uniform thickness. 
SUPER-ADHESION—Cannot be dupli- 
cated in any other tape. SIMPLER—easier 
to apply— makes a permanent, foolproof 
splice ...the rubber provides the insula- 
tion, the fabric provides the strength. 


Listen In! Raymond Paige, 99 Men and 
A Girl, Wednesdays, C.B.S.—10 P. M., E.S.T., 
9 P.M.,C.S.T.,8 P.M.,M.S.T.,7 P.M.,P.S.T. 


ALSO MANUFACTURERS OF ELECTRICAL WIRES AND CABLES 
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ADS LIKE 


THESE HELP YOU 
SELL WESTINGHOUSE THE LINE OF PROFIT 

PACKAGED ; 

CONTROL te! Here is the line of packaged control that 
lifts you out of low priced competition — 
gives you the edge in features and advan- 

SEE YOUR tages, identifies you with high quality elec- 
WESTINGHOUSE e trical work. 
DISTRIBUTOR 











COMBINATION LINESTARTER 


ALL NEEDED DEVICES IN THE MOTOR CIRCUIT 
IN ONE EASILY INSTALLED PACKAGE 





1. Magnetic Motor Starter (push 
button operated). 


2. Manual Disconnect Switch. 
3. Motor Overload Protection. 


4. Nofuze Circuit Protection. 


Safety interlock protects workmen from ac- 
cidental contact with live parts. Easily and 
quickly mounted on machine panel or wall. 
Saves conduit, saves wire, saves labor cost. 
Gives your customer dependable motor 
starting, saves him lost production time due 
to fuse outages. Recommend the Westing- 
house Combination Linestarter and identify 
yourself as the contractor who is right up 
to date. 





THE WESTINGHOUSE 


sesrmngven PUSH BUTTONS 











ALL SIZES AND MOUNTINGS 
EXPLOSION-PROOF @ DUST-TIGHT 


Westinghouse Push Buttons are stocked 
by your nearest Westinghouse Whole- 
saler, the size and type you need de- 
livered on the job when you need them. 


Westinghouse 
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MAINTENANCE REDUCING FEA- 
TURES JUSTIFY THE USE OF 
A GOOD SWITCH 


When you bid on the lowest price 
switch, whether or not you will 
get the order depends on how 
little profit you’ll take. To protect 
your profit recommend the West- 
inghouse Safety Switch. It costs no 
more than other good switches 
yet it has features that will break 
down a strictly price bid. 


® diamond pointed jaw and ex- 
tended blade confines arc to 
noncurrent carrying parts. 


® one-piece copper construction 
reduces heat loss. 


@ ‘“‘De-ion”’ arc quenchers in 575 
and 600 volt switches prevent 
dangerous flashover, prolong 
contact life. 

Protect your profit with these 
features in the Westinghouse 

Safety Switch. 































































ASK YOUR 
DISTRIBUTOR TO 
DEMONSTRATE 





WESTINGHOUSE SAFETY SWITCHES 





“‘DE-ION” MOTOR WATCHMAN Cee, ee Saree 
BOTHERED WITH FUSE OUTAGE 


DELAYS 


Here is the answer for the cus- 
tomer who is bothered with pro- 
duction time losses due to fuse 
outages. The Nofuze Circuit 
Breaker provides positive circuit 
protection without fuses. Plants 
report savings as high as $3,000.00 
from Nofuze installations. 


A low-cost manual starter for 
motors up to 7/4 hp: 





@ Toggle switch indicates 
“on” “OF” and “*Tripped”’ 
positions. 


@ “De-ion’”’ Arc Quenchers 
protect from flashovers, 
prolong contact life. 














Od Teo 


1 a A 


@ Safety interlock prevents 
accidental contact with 
live parts. 


Need 





@ Bi-metal disc relay pro- 
tects motor from overload. 








BUILDS YOU UP 
WITH YOUR 
CUSTOMERS 


5] @® Knockout space in top, 
sides, bottom or back of 


case. 
| SHE’S A BEAUTY! 













NOFUZE CIRCUIT BREAKERS 


PT Se are 








J-20821-A 





| Packaged Control 
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No. 7216, similar in construction, and 
equipped with adjustable clamp, is for 
non-metallic sheathed cable, etc. MADE 
BY .. . Appleton Electric Co., 1701 
Wellington Ave., Chicago. 





SUMP PUMP 





FEATURES .. . Automatic electric sump 
pump with capacity of 3000 gallons per 
hour. Thermal overload device protects 
motor against overloading or excessive 
voltage. DETAILS .. . Ball bearing, '/ 
H.P., 110 volt, 60 cycle motor especially 
designed for this application. Pump of 
all bronze construction with stainless 
steel shaft. Oil-less type line bearing. 
Overall height is 40”. Equipped with 
8-ft. cord and plug. Model B-2400. 
MADE BY ...™M. L. Oberdorfer Brass 
Co., Syracuse, N. Y. 





PROJECTION LIGHT 


FEATURES . . . Spot or floodlight for 
both indoor and outdoor use. Designed 
to be used with projector-flood, pro- 
jector-spot and reflector lamps. DETAILS 

. Weatherproof and heat-resisting 
gasket between holder and lamp. 
Bracket and base are cadmium plated. 
Socket housing is Bonderized and has 
aluminum enamel finish. Rubber cord 
enters socket housing through weather- 
proof connection. Lists at $1.75, less 
lamp. MADE BY ... Steber Manufac- 
turing Co, 126 N. Union Ave., Chicago. 
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FLUORESCENT FIXTURE 


+) 





FEATURES ... Wall bracket fixture for 
use with the 18” fluorescent lamp. Fur- 
nished wired with sockets. Auxiliaries 
are housed in metal channel. DETAILS 
. . . Made of extruded heavy gauge ma- 
terial with satin chrome finish. Center 
screw and box strap furnished for fasten- 
ing direct to outlet box. No. 30-18. 
MADE BY . . . Gruber Bros., 72 Spring 
St., New York. 


ICE CREAM FREEZER 





OT  , 
— 





FEATURES .. . Square tub with rounded 
corners prevents ice packing and is fin- 
ished in white enamel. Fully enclosed 
top. DETAILS . . . Tub, Permatol treated 
to resist moisture, is bound and re- 
inforced with decorative steel bands. 
A.C. motor is equipped with 6-foot 
cable and plug. Gears are fully en- 
closed to avoid clogging from ice. 
Called ''Frigidette". MADE BY . . 

Conco Engineering Works, Mendota, Ill. 





RAINTIGHT SWITCHES 


FEATURES . . . Raintight enclosed 
switches, especially applicable for sign 
lighting installations. DETAILS 


Aluminum finish both inside and out. 
Enough space for easy wiring. Fusible, 
30-200 ampere. Called "Raintight Type 
D". MADE BY ... The Trumbull Electric 
Mfg. Co., Plainville, Conn. 





SEMI-INDIRECT UNIT 


FEATURES . . . Semi-indirect fixture, de- 
signed for maximum non-glare light. 
DETAILS . . . The glass (bottom part) 
is constructed with ring-like louvres. 
Body and sides are light opal enamel 
finish. Reflector is removable. Exterior 
has brush, silverlike finish. Two sizes 
available— 15!” and 19” diameter. 
MADE BY ... Light and Power Patented 
Utilities Co., 122 Fifth Ave., New York, 
N. Y. 


FLUORESCENT REFLECTOR 


FEATURES .. . Unit is constructed en- 
tirely of maker's fluorescent channel and 
reflectors, and is available either in 
single units or for continuous installa- 
tions. DETAILS . . . May be obtained 
in either Alzak processed or standard 
polished aluminum. MADE BY .. . Wil- 
son Lighting Inc.. 411 S. Clinton St. 
Chicago. 


AUTOMATIC COMFORTER 


FEATURES . . . Automatic comforter, 
measuring 70” by 80” is finished in satin, 
bound with silk cord. DETAILS ...An 
ivory and gold control cabinet houses the 
transformer and thermostat control. For 
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i The branch circuit is the ‘‘bottle-neck”’ of electric service, because 
4 through it flows all the “‘pay load’’ to the user. As this “‘bottle-neck” 
is overloaded, SATISFACTORY service diminishes because: 


1. Overloading usually means a low-voltage 2. Overloading, when continued, often 
destroys the wiring and causes money loss 
to the user — revenue loss to the Utility 
and tremendous loss of good will to the 


entire industry. 


condition that causes user dissatisfaction due 
to inefficient operation of lamps and ap- 
pliances. 


The Fustat steps in to help correct this overloading evil 


Its non-tamperable feature shuts out “handy men” from substituting too 
large a size, and tampering it in any way to permit overloading is virtually out 
of the question — without such tampering being clearly visible where it warns 
the user that all protection is gone. 





Since the user can not load a circuit beyond proper capacity of the copper, the 
Fustat eliminates revenue sapping low-voltage conditions — 

And by blocking excessive overloading it prevents overheating that destroys 
wiring, creates fire hazards and causes costly shutdowns. 


User can’t side-step 
adequate wiring issue 


Guards against 
blowing of main fuses 
When additional circuits are needed the user 
cannot readily side-step the issue at the sacri- 


fice of safety. New circuits that increase eff- ASEEAT all thee main Senne Gases ~ beeen 
ciency of appliances and encourage their 


greater use must be installed. it cannot be replaced by an oversize fuse or 
5, readily tampered. When it does open to pro- 
Permits more outlets per circuit tect, only the normal load of one circuit is off 
the line instead of a user possibly having all 
of his lights and appliances out of service be- 
cause the main fuse blew. 


The branch circuit Fustat will almost in- 
variably open on a short-circuit or overload, 


Mae hee he lal Sos <e e 


Adding a maximum number of outlets is 
a perfectly safe practice because the Fustat 
guards the circuit against overloading. 


Wipes out any excuse 
for tampering 

A Fustat won’t blow when washing ma- 
chines, refrigerators or other motors start 
because of its long time-lag. It wipes out any 
excuse for tampering or the use of fuses too 
large to properly protect when shorts occur 
in flexible cords. 


Helps get more appliances 
on the line 
The circuit can be loaded to ap- 
proved capacity without needless 
blows—or sacrifice of safety—for 
the Fustat doesn’t blow on start- 
ing currents. 


It’s just good business to sell, install and use Fustats 


A 


BUSSMANN MFG. CO.., University at Jefferson, St. Louis, Mo 
JEFFERSON ELECTRIC COMPANY, Bellwood, III 

KIRKMAN ENGINEERING CORP., 121 Sixth Ave., New York City 
NATIONAL ELECTRIC PRODUCTS CORP., Fulton i > 
UNION INSULATING CO., 27 Park Place, New Yor 
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FUSTA TLE NECK’ 
IRCUIT BY Wectricity - 
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What is the Fustat ? 


It is a fuse to which a 
thermal cutout is added. 


It protects like a fuse 
against short circuits—even 
high resistance shorts such 
as occur in flexible cords. 


It protects against per- 
manent overloads, even 
when as light as 25%. 


Yet it will not blow 
on motor starting cur- 
rents of washing ma- 
chines or other ap- 
pliances. 


It has a base that guards 
against anyone robbing the 
circuit of protection. 


It fits Edi- 
son base fuse \ 
holders 
through 
the use of an 
inexpensive Adapter 
adapter. —_ at 

73c 
e 














Retails at 7c 


15 to 30 amp. sizes 





use with A.C. only, on 115 volts, 50-60 
cycles. Lists at $69.95. MADE BY... 
General Electric Co., Bridgeport, Conn. 





RADIO VIBRATOR 


FEATURES Large vs” diameter 
Tungsten contacts have full-wiping ac- 
tion. Perforated reed of high quality 
Swedish steel. DETAILS . .. Mica and 
metal stack spacers with two-volt stack 
construction. Flexible leads with tinned 
clamp supports. MADE BY ... Ameri- 
can Television & Radio Co., 300 E. 
Fourth St., St. Paul, Minn. 





POTHEAD 


FEATURES . . . Solderless clamp style 
internal and external connector using 
separate clamping plate which accom- 
modates one range of conductor sizes in 
one position and another range of sizes 
with plate reversed. DETAILS .. . Ex- 
ternal lug is so designed that aerial con- 
ductor can be clamped vertically or 
horizontally by turning clamp plate 90 
degrees. Base seal fitting is stuffing 
box style using oil proof molded rubber 
squeeze bushing. Hole in bushing only 
change necessary for different cable di- 
ameters. Catalogued as Type “T" out- 
door capnut single conductor — 7500 
volts, 250 and 500 amperes. MADE BY 
...G & W Electric Specialty Co., 7780 
Dante Ave., Chicago. 





HOTPLATE 


FEATURES .. . Designed for eye appeal 
and efficiency. Compactly built and 
light in weight for portability. DETAILS 
; Two three-heat interconnecting 
switches allow a total of 1100 watts on 
either unit. Open-coil type units. Avail- 
able in either black japan finish or cream 
vitreous enamel. Legs of polished 
chrome. Measures 18” wide, 9” deep 
and 5” high. MADE BY .. . General 
Electric Co., Bridgeport, Conn. 


———— FLUORESCENT LAMPHOLDER 


FEATURES .. . Two slots permit the in- 
sertion and locking of lamp without twist 
or effort. Lamp is removed by slight 
side pressure. DETAILS .. . Heavy 
bronze contacts assure positive locking. 
Large entrance grooves and wiring re- 
cesses with big screws, make installation 
easy. Available in either black or white 
Bakelite. For use with I” and I!/2” 
fluorescent lamps. Catalogued as No. 
4302. MADE BY ... The Bryant Elec- 
tric Co., Bridgeport, Conn. 


ELECTRIC SCREWDRIVER 


FEATURES . . . Compact screwdriver for 
production work on wood and metal as- 
sembly operations. Adjustable clutch 
can be set for any desired tension. Free 
spindle idles until] operating pressure en- 
gages clutch jaws. DETAILS .. . Takes 
from No. 4 to No. 12 screws. Spindle 
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speed (no load) is 750 R.P.M. Net 
weight is 334 Ibs. Overall length (in- 
cluding bit) is 91/2”. Universal motor. 
Standard voltage, 110. Available for 
220 or 250-volts. Also available with 
single or double clutch. Called ‘Scru- 
gun". MADE BY ... The Van Dorn 
Electric Tool Co., Towson, Md. 





YARD LIGHT 


FEATURES ... To provide clearance for 
close mounting above outswinging doors, 
this yard light is for use around barns, 
cribs, and other farm areas. DETAILS 
. . . Fourteen-inch reflector is porcelain 
enameled, shallow dome type. Designed 
so hood, socket and reflector can be 
taken apart without tools. Resilient 


socket cushions lamp against vibration. 
“Seprable" hood is cadmium plated. 
Half-inch conduit stem has wall flange 
and lag screws for mounting. MADE BY 
- . « Goodrich Electric Co., 2900 N. 
Oakley Ave., Chicago. 





EXTENSION ARM 


FEATURES . . . Extension pull arm to 
eliminate jarring of lighting fixtures. DE- 
TAILS . . . No. 437, illustrated, is for use 
with canopy switches. No. 438 is for 
holder receptacles. Statuary bronze or 
cadmium plated. No. 438 is available in 
cadmium finish only. Called "Switch- 
matic". MADE BY .. . Eagle Electric 
Mfg Co., 57 Hall St., Brooklyn, N. Y. 





ELECTRIC ETCHER 


FEATURES . . . Marks iron, steel and 
their alloys. Is used in the same man- 
ner as a pencil. DETAILS . . . Unit in- 
cludes handpiece and alloy point, trans- 
former with three taps, special primary 
cord with tap-changing switch, second- 
ary leads of No. 8 wire, and a work 
plate. Standard unit is for 110 volt, 60 
cycle service. MADE BY .. . Ideal Com- 
mutator Dresser Co., 1047 Park Ave., 
Sycamore, Ill. 
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TRIBORO BRIDGE 
N.Y. WORLD'S FAIR 


M.G.M. STUDIOS ee 
cts 


TRIANGLE PRODUCTS REWARD BUYERS! 


DDL AL 


Horace Harding and Queens Bivds. 


TRIANGLE CONDUIT & CABLE COMPANY, INC. par s,s gt 
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CONTOUR GRINDER 


FEATURES . . . High speed contour 
grinder for finishing dies, gauges, tem- 
plets, etc. DETAILS . . . Equipped with 
¥ H.P. universal motor. Grinder has 
work table with 12” square top and ad- 
justable light fixture. Motor is held 
under table in holder that is adjustable 
from 90 to 45 degrees. Chuck, arbor, 
mounted points, rotary files, and 6-foot 
cord furnished. Available in 110, 125, 
150, 220, 230 or 250 volts. List of 110- 
volt is $69.50. MADE BY . . . Stanley 


Electric Tools, New Britain, Conn. 


—————-WIRELESS RECORD PLAYER 


FEATURES . . . Wireless record player. 
Requires no wires or connections to 
radio. Operated by plugging into any 
electric outlet within 60-feet of radio. 
To operate, receiver is turned to 1550 
KC. DETAILS . . . Pilot light in head of 
tone arm aids placing of needle. Player 
takes 10” and 12” records and has im- 
proved crystal type pick-up. Cabinet is 
10” square and 3!/.” wide. Lists at 
$19.95. MADE BY ... Philco Radio & 
Tel. Corp., Tioga and C Sts., Philadelphia, 


PORTABLE RADIO 





FEATURES . . . Completely self-powered 


and requires no external connections for 


efficient operation. DETAILS . . . Housed 
in sturdily constructed cabinet covered 
with airplane luggage cloth. Carrying 
handle on top. Two control knobs, one 
for tuning and the other an on-off switch 
and volume control, are inset so do not 
protrude beyond case surface. Perma- 
nent dynamic loudspeaker. Superhetero- 
dyne circuit uses magnetite core coils to 
insure permanent alignment of radio cir- 
cuits. Tuning range covers domestic 
broadcast band. Case measures 8” 
high, 14” long and 8!44” deep. MADE 
BY ... RCA Mfg. Co., Camden, N. J. 





BENCH STAND 


FEATURES . . . Bench stand can be easily 
converted into a stationary drill press. 
Especially adapted to maker's OB-5 drill. 
DETAILS . . . Substantially made, the 
stand is 323%” high above the 11” di- 
ameter base. Column is |!/2” diameter. 
MADE BY .. . Signal Electric Mfg. Co.., 


Menominee, Mich. 


——— FLOURESCENT LAMPHOLDER 


FEATURES . . . Designed especially for 
use with one-inch fluorescent lamps in 
showcase lighting, fixtures, etc. For flush 
mounting. Wiring protected by Textolite 
cover plate. DETAILS . . . One-screw 
mounting provides fast assembly. Lamp 
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held firmly by 90-degree rotating lock. 
Lamp can be removed by reversing 90- 
degree turn until double contacts of 
lamp are in line with lampholder slots. 
Available in black or white Textolite. 
MADE BY .. . General Electric, Appli- 
ance and Merchandise Dept., Bridgeport, 
Conn. 





PHOTOFLASH LAMP 


FEATURES ... Produces 50,000 to 60,000 
lumen-seconds as compared to the 
maker's larger No. 20 photoflash lamp; 
also the flash has been spread over a 
longer period. Lamp is same size as 
standard 60-watt Mazda. DETAILS... 
Filled with foil. ‘Quick break" filament 
burns out instantaneously after it has 
ignited foil, thereby reducing dry cell 
power required for flashing. Catalogued 
as No. 21. Lists at 20 cents. MADE BY 

. Westinghouse Elec. & Mfg. Co., 


Lamp Div., East Pittsburgh. 


PORTABLE SAFETY LIGHT 


FEATURES . . . Shock-proof tubular port- 
able safety light. For use in close quar- 
ters and wherever protection is needed 
against electrical hazards. DETAILS... 
Has soft rubber handle, rubber coated 
thumb screws and molded composition 
socket with metal cord clamp which is 
fastened securely to outer jacket of cord, 
relieving terminal strains. Available in 
16 types and sizes. MADE BY .. . Euclid 
Rubber & Mfg. Co., 19730 Tyronne Ave., 
Cleveland. 








THE ANSWER IS ALWAYS “YES” 


Whether conduit is asked for, or switches or building wire, distributors’ salesmen selling 
G-E Wiring Materials are always able to supply the material. The G-E line is complete, 
Moreover, the materials are designed for use together and are of uniformly high quality. 











G-E Building Wire 


G-E Boxes and 
Fittings 
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G-E Home Wiring— a modern SERVES 

z P G-E BraidX Non-metalli method for wiring homes and pe 
G-E Blue-Bushed BX Cable Secaimad rey c small ‘beildings which helgs SAVES 
to assure complete adequacy 


For further information about General Electric wiring materials, see the nearest General 
Electric Merchandise Distributor or write to Section CDW-993, Appliance and Merchan- 
dise Department, General Electric Company, Bridgeport, Connecticut. 


GENERAL @ ELECTRIC 
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NEWS 


NAMES 
arnFACES 


NEWA Meeting 
At Hot Springs 


Once again the members of NEWA, 
their wives and guests, will be at The 
Homestead, Hot Springs, Va., for the 
spring meeting. The convention will 
be held from May 22 to 25. Complete 
details will be announced later. 


Wahn Company 
Promotes Vaughan 


Hollis B. Vaughan, who has been 
general manager of the George H. 
Wahn Co., Boston, was recently elected 
to the vice presidency of the organiza- 
tion. He continues as general man- 
ager. Vaughan started with the com- 
pany in 1915 as a salesman. 


Buckles-Smith 
Opens At San Jose 


Buckles-Smith Co., a new wholesal- 
ing firm, has opened its doors at 384 W. 
Santa Clara St., San Jose, Cal. The 
owners are Robert Buckles and Gene 
Smith, who were with the Westing- 
house Lamp Co. at San Francisco. The 
salesmen of this house are specializing 
on contractors. 


Philco Meets 
At Palm Beach 


From February 16 to 19, some 400 
Philco officials, salesmen and distribu- 
tors held their first national mid-winter 
convention. The meeting took place at 
Palm Springs, Fla. During the meet- 
ing distributors saw Philco’s air con- 
ditioning equipment, refrigerators and 
dry batteries for the first time. But 
President Larry E. Gugg assured them 
that Philco wasn’t neglecting the radio 
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business in promoting these new prod- 
ucts. Rather, he said, the company 
feels the time is here for a healthy 
expansion program. 


‘38 Profitable 
For Hygrade Sylvania 


The Hygrade Sylvania Corp. had a 
net income of $438,691 in 1938, accord- 
ing to the financial report of E. J. 
Poor, board chairman. And his re- 
port further stated that 1938 was the 
24th consecutive year in which the cor- 
poration and its predecessors enjoyed 
a profit. 


Powell Heads 
Coast Electric Sales 


W. W. Powell is now with the Coast 
Electric Co., San Diego, Cal., as sales 
manager. Bill was formerly with the 
General Electric Supply Corp. at San 
Diego and Phoenix, Ariz., as branch 
manager. 


G.E. Supply Names 
Hawkes Secretary-Treasurer 


Marshall Hawkes, a district auditor 
for the General Electric Supply Corp. 
during the past eight years, was elected 
secretary-treasurer at a special meeting 
of the board of directors on February 
3. He succeeds the late LeRoy H. 
Link. 

Hawkes joined the General Electric 
Co. in 1924 as an accountant in Sche- 
nectady. Three years later he was 
transferred to the supply department at 
Bridgeport. In 1929 he became assist- 
ant to the president of the Lake States 
General Electric Supply Corp., an af- 
filiate company at Columbus, Ohio. The 
following year he became district audi- 


HE MOVES from Seattle to Portland. 
Harry Byrne, Jr., vice-president of the 
North Coast Electric Co., has taken 
over the management of the Portland 
house. Harry, and his force of 24, push 
both supplies and appliances there. 











ALONGSIDE one of those de luxe 
Stewart-Warner refrigerators is Claude 
G. Matthews, New England district 
manager for Graybar. He expects this 
to be a good appliance year and he’!] 
welcome it. For the Boston territory 
had about the same kind of appliance 
business as yours last year. 


HE SPECIALIZES on electrical lines 
for W. A. Tydeman, Inc., Easton, Pa. 
Ken E. Sandt covers a 50-mile radius 
around Easton, selling to industrials 
and contractors. 
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Standard Surface Design 


Universal Trade Numbers 





UNILINE— 


That's the new trade name for P&S 
and P&S-Despard brown bakelite 
and ivory wall plates... . NOW 
one universal design .. . one set 
of universal trade numbers. . 

available everywhere. Every job a 
matched job, just like the one before. 
. .. UNILINE plates have the same 
sturdy construction identified with 


Bees P&S and P&S-D d plates in the 
PAS S & S E YMOU R N C ° ix 44% all Tig you ae sae prior - 
SOLVAY STATION mm the catalog page listing the 


SYRACUSE.N.Y new Universal Numbers? 
y : : F Let us know. 





NIAGARA LEAGUE OFFICERS put on their overcoats and face the camera. M. 
E. Skinner, insert, is the new president of the Buffalo group. The other officers 
are, from the left, Richard Wahle, secretary-treasurer; Raymond W. Mitchell, vice- 
president; Weldon D. Smith, executive committeeman; Robert D. Glennie, vice- 
president, and Samuel S. Vineberg, manager. 


tor at Oklahoma City, and in 1932 went 
to St. Paul, Minn., as auditor for that 
district. This position he held until 
the recent election. 


Milwaukee League 
Elects Officers 


Howard F. Ilgner, superintendent of 
the Municipal Bureau of Public Serv- 
ice, is the new president of the Mil- 
waukee Electrical League. He _ suc- 
ceeds Henry Czech of Westinghouse 
Electric Supply. 

Harry J. Russell 
president; Nels C. 
secretary; T. H. Desmond, treasurer ; 
and Carl Thalman, Ray Kornelly, 
Bruno Barg and Ilgner directors. 


elected vice 
Christopherson, 


Was 


Barton Upped 
By General Electric 


T. F. Barton, who has been engineer 
in the New York territory for General 
Electric, has been promoted to assistant 
manager of that district. He has been 
with the company since 1906 when he 
entered the testing department, follow- 
ing graduation from Clemson A. & M 
College. Since then he has served in 
several departments and in 1927 became 
district engineer in New York. 


G. E. Staging 
Appliance Road Show 


General Electric’s appliance show, 
“Get Over Into Clover”, is now on the 
road and will make one-night stands 
in 50 key cities before the final curtain 
is rung down April 4. 

The show is divided into two units 
—one covers the eastern cities and the 
other hits the western territory. Both 
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are complete with motion pictures, pro- 
fessional actors, and stage sets. 
The eastern group opened at New 
Orleans February 8 and will close in 
Buffalo, April 4. The western unit 
opened at St. Louis, February 10 and 
will give its last performance in Cleve- 
land, March, 29. 

While the company is using this in- 
teresting medium primarily to tell its 
appliance story, the program also takes 
the audience “behind the scenes” into 
General Electric’s various manufactur- 
ing plants. 


crews 


New Branch 
For Electric Supplies 


Electric Supplies Distributing Co., 
San Diego, have opened a branch at 
423 Main St., El Centro, Cal., to serve 
the Imperial Valley area. This house, 
under the management of Milton Tay- 
lor, contains 7500 square feet of floor 
space, and stocks a complete line of 
wiring supplies, appliances and lighting 
fixtures. Jack Bates is Taylor’s right 
hand man there. 


More Space For 
McCarthy Bros. & Ford 


Karr Parker, president of McCarthy 
Bros. & Ford, Buffalo, says that an 
investment of $30,000 for enlarging the 
present quarters is his answer to any 
questions about future sales prospects. 
The two-story addition adjoins the pres- 
ent structure at 75 Mohawk St. 

This company recently held a deal- 
ers’ meeting at the Hotel Statler to pre- 
sent the new Westinghouse appliances. 
Parker, Harris McCarthy, James R. 
Andrews and H. P. Fillmore repre- 
sented the wholesale house. And Nor- 


man L. Meyers, William H. Lober, H. 
M. Butzloff, J. A. Sullivan, E. P. Hart- 
ley, J. L. Johnson and J. A. Collier 
represented Westinghouse at the meet- 
ing. 


Dietz In 
New Location 


The Dietz Distributing Co., Cincin- 
nati major appliance distributor, is now 
located at 4344 Montgomery Road, Nor- 
wood. 


Davies Takes 
Alberta Territory 


M. Davies, who hag had charge of 
the British Columbia territory for 
Amalgamated Electric for many years, 
now has the added responsibility for ac- 
tivities in the Alberta section. He con- 
tinues to headquarter at Vancouver. 


Aerovox Moves 
To New Bedford 


The Aerovox Corporation has moved 
its factory and general offices to New 
Bedford, Mass. The firm has purchased 
a group of buildings with a total floor 
space of more than 400,000 square feet 
which is four times the area occupied in 
the old plant in Brooklyn. 


Propert Leads 
Richmond League 


B. A. 
G. E. 


cently 


Propert, district manager ot 
Supply, Richmond, Va., was re- 


elected president of the local 


NOW BRASS HAT. Noil C. Hurley, Jr.. 
who has been secretary of the Inde- 
pendent Pneumatic Tool Co. during the 
past four years, was elected vice 
president of the company last month. 
He started with the company in 1932. 
following graduation from the Univer. 
sity of Notre Dame. For the last severa! 
years he has done an able job as 
manager of electric tool sales. 
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this G-E ad+ 
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G-E lamp 
display 
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This sure-fire magazine ad appears in the March 4th issue of the 
Saturday Evening Post and also in the March 11th issue of Liberty. 


HERE’S HOW THEY’LL HELP SELL 
MORE MAZDA LAMPS... 


YPICAL of the close tie-in between General Electric mag- 
azine and display advertising is this tie-in for March. Both 
are stoppers! Urge your agents to take full advantage of the two- 
fisted advertising punch that such a tie-in offers them: 1—By 


putting in their G-E window display early; 2—By displaying 





tear pages of the magazine ad in their window, and on their 





counter right next to their display of Mazpa lamps made by G.E. 





Remember, only General Electric offers its Mazpa lamp agents 








the benefits of such close tie-in between magazine and display 





advertising. 





lhe striking full color art work for this March 


G-} display was painted especially and ex- GENERAL ELEC i RIC 
clusively for General Electric by the famous 


artist, Nell Hott, of New York City. 





Merch 1939-— THE WHOLESALER’S SALESMAN 39 









see the Fitti nqs\ 


PENN-UNION Catalog. 


You will find connectors that 
give you new Convenience and 
Economy. 

For instance: 








A really 
“universal” lug, . 
each size taking a wide range 
of wire and cable sizes—the 
PENN-UNION E-Z Terminal. 
Quick and permanent connection 


Hinged E-Z 
Tee — you 
carry 1 size 
instead of 15, 
as branch or 
tap takes a 
wide range of 
wire and cable. 


One piece de- 
sign. Self-lock- 
ing nuts. 





The i orig- 
inal “solder- 
less” connec- 


tor that is de- 
pendable both 
electrically 
and mechani- 
cally — an- 
other PENN- 
UNION de- 
velopment. 


More than 6,200 Items— 


for all combi- 
nations of 
tube, bar, ca- 
ble, and wire. 
All sizes. 
Every item 
thoroughly tested...Dependable. 








Preferred by 
leading utilities 
and “indus- 
trials", and 





Sold by leading jobbers 
PENN-UNION 








ELECTRIC CORPORATION 
ERIE, PA. 


You'll find it in the complete line 


UNION 


Conductor Fittings 
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SMILES ALONG THE LINE by six of the crew at the Royal Electric Supply Co., 


Providence, R. I. 


From the left, Joseph Gravina, James G. Sacs, Edward 


Egavian, Dorothy Tweedy, Alfred Beauvais and Henry Gadigian. 


Electrical League. Other officers who 
took over their duties last month are: 
E. T. Magruder, plant superintendent 
of the Chesapeake & Potomac Tele- 
phone Co., vice president; J. S. Hamil- 
ton, engineer of the Virginia Electric 
& Power Co., secretary, and C. V. 
Pemberton of M. A. Pemberton & 
Brother, treasurer. 


Masback Hardware 
Expands Quarters 


The Masback Hardware Co., New 
York wholesalers, have acquired a nine 
story building adjoining their quarters 
at Hudson and Van Dam Streets. This 
gives them an additional 50,000 square 
feet of floor space, for a total of 150,000 
square feet. The addition will be used 
primarily for warehousing, but one of 
the features will be an elaborate dis- 
play for the showing of seasonal lines. 
The company held its annual show Jan- 


uary 22, 23 and 24, which was attended 


by some 3000 dealers. 


Jackson Heads 
U. S. Rubber Office 


The Baltimore branch of the Mechan- 
ical Goods Div., U. S. Rubber, which 
has been under the Philadelphia office, 
is now operating as an independent 
branch, under the management of R. F. 


Jackson. 


Utah League 
Elects Sharp 


Vernon Sharp, president of Sharp 
Electric, Salt Lake City, has been elec- 
ted president of the Electrical League 
of Utah. He succeeds Will O. Smith 
of G. E. Supply. John Hyde is vice 
president and C. A. Wolfrom, secretary. 





McChesney Selling 
Wheeler Reflectors 


A. B. McChesney, Detroit manufactu- 
rers’ agent, is now selling Wheeler 
Reflectors in that territory. 


Orr Of Westinghouse 
Takes To The Road 


W. J. Orr of Hamilton, Ont., man- 
ager of the lamp department of Cana- 
dian Westinghouse Ltd., has been tour- 
ing the eastern provinces delivering 
illustrated talks on lighting to whole- 
salers, dealers, contractors and utilities. 


Carrier Makes 
Executive Changes 


Carl A. Ostling, in charge of indus- 
trial engineering for Pontiac Division 
of General Motors, has been made vice 
president of the Carrier Corp., in charge 
of production. Edward T. Murphy, 
formerly vice president in charge of the 
central district, is now vice president in 
charge of marketing. James A. Bentley, 
vice president and head of the Interna- 
tional Division, is now vice president in 
charge of finance. 


G.E. Makes Changes 
In Construction Sales 


Several personnel changes have been 
made in General Electric’s Construc- 
tion Materials Division. Edward Fox, 
formerly with the industrial department 
at New York, now manages wiring 
material sales in that district. He suc- 
ceeds F. D. Bedell, who is now super- 
visor of special wiring device field ac- 
tivities. 

O. W. Cerny is now manager of 
wiring material sales in the Cleveland 
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Better Seeing and Greater Eye Comfort with 
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You’re Sure to Get 
LL FIVE FEATURES 


when you specify 
BENJAMIN 
vrable, satin-finished Alzak Alumi- 
m reflector. 
OLD LIGHT, no annoying heat radi- 


! Place your head or hand close to 

of these units and see for yourself! 

arranty of Performance and Con- 
ction. 

igh Lighting Efficiency. 

pw Cost. 


HOW to Secure “ COLD DAYLIGHT “at Low Cost 
with these new FLUR-O-LINE Lighting Units! 








i 

B Thenew Benjamin Flur-O-Line units be connected side by side to form a WARRANTY 

jenable you to secure best results wide light source. 

| OL . of Performance and Construction 
}irom the new Fluorescent Mazda Flur-O-Line reflector hoods consist 

} Lamps which provide the closest ap- of a highly efficient Alzak-finished Benjamin Lighting Units for the Mazda Fluorescent Lamp 
: Ries ; é a are certified to comply with the requirements of Under- 
proach to natural daylight at the aluminum reflector with which is writers’ Laboratories as evidenced by the Underwriters’ 


Laboratories Inspection Label affixed to the unit. They 


we Pe ar sant a M 
ghest efficienc a dfrom combined a eae channel and th are warranted by Benjamin to have a light output efficiency 


Ssuch a light source. necessary accessories, such as pipe of 78% or more and to comply with all recognized safety 
5 . . — . . requirements, illumination, electrical and mechanical 
With these new sectional type fittings, chain suspension hooks, end Pr 


junits, Fluorescent lighting may be _ to end couplings, etc., to provide easy Ausitiaricn cupptio’ with these units ave cortified to be of 


the type made in accordance with specifications of Mazda 
itted to the exact requirements of and safe installation. Units are avail- Lamp manufacturers. Units supplied without auxiliaries 


are designed for use only with such certified auxiliaries. 


the work area. In the Flur-O-Line able in three lengths for the 18’, 





system, the units may be hooked up 24” and 36” fluorescent lamps. For 
lend to end to form a long continuous a Bulletin giving complete informa- 


Vine of light or two to six units may _ tion, mail coupon. 


EN/AMIN 


LIGHTING EQUIPMENT 


Distributed Exclusively Through Electrical Wholesalers 








poo en rn ee 


BENJAMIN ELECTRIC MFG. CO., Des Plaines, Illinois 

Gentlemen: Please send me, without cost or obligation, by return 
mail, your Bulletin containing complete information on Benjamin 
Fluorescent Lighting Units. 
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PROFIT LINE 


EA? ) 





DELCO FANS 


Product of General Motors 


. . « have always been profit makers 
because they have enabled dealers 
to satisfactorily solve every ventilat- 
ing and cooling problem for home, 
office and factory. 


Now with the addition of four beau- 
tiful, quiet, wide blade models that 
add a decorative touch not asso- 
ciated with fans in general, they in- 
deed offer "The Profit Line for '39." 


SEND FOR THE 
OUTSTANDING NEW CATALOG 


In addition to these new profit build- 
ing sales leaders, you will find fully 
illustrated and described Delco Desk, 
Pedestal, Ceiling, Exhaust and Venti- 
lating Fans, Delco Aircirculators and 
the leaders in the low-price field, 
Delco Northeaster Desk and Ventilat- 
ing Fans. Ask us also for all the de- 
tails about the displays, posters and 
folders Delco provides to help in- 
crease sales and 

profits. 


Delco 
Wide-Blade 
10”—12”—16” 














| district. He was formerly a district 
| representative. Cerny succeeds L. F. 
|Kummel, newly appointed underfloor 
|duct specialist with headquarters at 
Bridgeport. H. A. Cook has been ap- 
pointed assistant commercial engineer of 
wiring materials at Bridgeport. He 
was manager of the miscellaneous con- 
struction materials sales section, which 
has been discontinued. 


Frankel Upped 
By Westinghouse 


Adolph Frankel has been appointed 
sales manager of special products of 
| the Westinghouse Lamp Div. He is 
responsible for the sale of Sterilamps, 
electronic tubes, X-ray tubes, and all 
other products of the division except 
lamps. Frankel headquarters at Bloom- 
field. Before his promotion, he was 
merchandise manager of the division. 





Westinghouse 
Promotes McCully 


L. B. McCully, who has been with 
Westinghouse since 1916, is now man- 
ager of the transportation and gener- 
ator division. He had been superin- 


tendent of that department since May, 
1936. 





G.E. Advances 
Erben, Tinnerholm 


H. V. Erben, who has been manager 
of the switchgear sales division at 
| Philadelphia for General Electric, has 





A CRACK SALESMAN of the General 
Electric Supply house at Salt Lake City. 
is W. B. Roberts. He belongs to the 
Sales Counsellors Club, a group of na- 
tional toppers, who do a _ balanced 
sales job on all the major appliances 
and get more than 80 per cent of quota. 
Roberts’ case is noteworthy because he 
sells the complete line, not just appli- 
ances. 





NOW PRESIDENT of Noma Electric Co. 
Henri Sadacca recently resigned from 
the presidency of the Whitney Blake 
Co., to take over the same position at 
Noma. Although he is no longer active 
in the management of Whitney Blake. 
he still has large holdings in the com- 


pany. 


been appointed an assistant manager 
of the central station départment at 
Schenectady. He has been with the 
company since 1917 following gradu- 
ation from Yale’s Sheffield Scientific 
School. 

R. F. Tinnerholm has taken over 
Erben’s former work at Philadelphia. 
He has been with the company since 
1907, and before the recent promotion 
was a section head of the switchgear 
department at Philadelphia. 


Open House 
At Everson’s 


The Everson Electric Co., Allen- 
town, Pa., held open house February 
6, 7, and 8 for contractors, dealers 
and industrials of that territory. The 
trade saw and learned about new prod- 
ucts through interesting, action dis- 
plays which were set up by a number 
of the manufacturers whose products 
are distributed by Everson. And when 
they wanted to relax, there was plenty 
of coffee, doughnuts and cigarettes on 
hand. 


Burnside Heads 
Westinghouse Radio Sales 


C. J. Burnside, formerly manager of 
radio engineering for Westinghouse, 
has been upped to manager of radio 
sales. His old position has been taken 
over by Donald G. Little, former chief 
engineer of the radio engineering de- 
partment. John W. McNair, who was 
assistant works manager of the mer- 
chandising division at Mansfield, is 
now assistant manager of the radio 
division. 
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AN ALL-STAR LINE-UP 


Switch Box MC 
with XL clamps 
for armored cable 


Ip kelitialiicliiian @e loli 


Pg 


Jay-Kay Box 
DO—25-N— JK—refined 
Gta lolilss Mol Mel ii tie (i lier —~ 
vide more wiring room i Switch Box MF it 
; —for cable, with ad- 
Cable Box DO justable fixture bridge 
—22-N — OE— equipped 


with external mounting ears 





RACO - ALL- a. Galvanized Box 
Material complies with Federal Speci- 
fication W. O. 821-A 


RACO - ALL-STEEL - PRODUCTS 


@ The ability of RACO ¢ ALL-STEEL ¢ of the box for splices, connections, etc. 
PRODUCTS to meet present day wiring equipped with the JK—External Clamps, 


requirements effectively and economically has either metallic or non-metallic cables may be 
won a nation-wide acceptance from architects, used. The illustration above indicates how 
engineers, contractors and dealers These the knock-out surrounding the bushed holes 


for metallic cables may be removed for use 


roducts provide advantages which are equally . . 
P F ¥ ! with non-metallic cables. 


important for the increasing number of new 
building jobs and the steadily growing rural 


end wiben modernization jebe The more than 40 years of experience behind 


the switch boxes, outlet boxes, cutout boxes, 


, cabinets, fuse cabs and conduit fittings carry- 
Developed by competent engineers who keep ing the famous RACO and ALL-STEEL 
pace with the changes in wiring trends. 


RACO ¢ ALL-STEEL ¢ Products contain fea- 
tures which increase efficiency and comply 
with local conditions and requirements. For Write today for catalog illustrating the com- 
example: the “JK” box, with external clamp plete line—there is no obligation. DISTRIB- 
shown above, provides maximum space inside UTORS IN ALL IMPORTANT CENTERS. 


trade-marks are your assurance of continued 
quality and dependability. 


Distributed Nationally by 


ALL-STEEL-EQUIP COMPANY, INCORPORATED 
627 JOHN STREET © AURORA, ILLINOIS 


Factories: South Bend, Indiana s Aurora, Illinois 


RACO - ALL-STEEL - PRODUCTS 


SWITCH BOXES - OUTLET BOXES +- CUTOUT BOXES 
CABINETS +- FUSE CABS + CONDUIT FITTINGS 
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Better LIGHT... better SIGHT... for SCHOOLS 


Smart contractors everywhere are raising the standards of lighting in schools ... and 
reaping the benefits of profitable Wiremold re - wiring jobs. 

Wiremold gives you the ideal wiring method for such work ... adaptable to every require- 
ment .. . requiring no costly structural changes .. . neat, unobstrusive and efficient in 
results. And remember, Wiremold products, methods and cooperation give the contractor 
every advantage in selling, installation . and profits 


HERE’S REAL SELLING HELP FOR YOU 


° 
Wiremold data sheets are available showing typical 
school lighting improvement jobs. They’re yours for 
the asking ... also Wiremold Engineering service on 
your own particular jobs 





Write us today. 











WH Y N 0 T? Have Your Personal 


Accident and Health Insurance with 


Eastern Commercial Travelers Associations 


Mutual Company © No Agents © No Branch Offices 
MASSACHUSETTS CO., INC. 1894 


= 


ACCIDENT POLICY PAYS HEALTH POLICY PAYS 


Accidental Death Weekly Disability J $25.00 Per Week — $10.00 PerWeek 
$5,000—$10,000 $25.00—$50.00 For Confining For Non-Confining 


Sickn Sickn 
Estimated Annual Cost $15.00 eens Annual Gon $18.00 




















PAYS WHILE YOU ARE LAID UP... 
3———=> PAYS FROM THE FIRST DAY’S DISABILITY 
PAYS DOUBLE BENEFITS ON TRAINS .. . 


No policy is cancelled, rates increased, or 
benefits reduced on account of age! 


Send the Coupon 


TODAY! 


= 


JOHN S. WHITTEMORE, Secy-Treas. 
Eastern Commercial Travelers Associations 
80 Federal Street, Boston 


Without obligation, please send complete information and 
application for membership to 








Name 
Address 


cy . xneene eee 
W-S-39 











WITH A CATALOGUE under one arm 
and his hat in hand, Charlie Benner 
of Jno. E. Graybill & Co., Lancaster, 
Pa., is about to set out. He sells in- 
dustrials and department stores in that 


area. 


Petrie Heads 
Barlow & Seelig 


R. I. Petrie, formerly sales manager 
for Leonard, has been elected president 
and general manager of Barlow & 
Seelig Mfg. Co., Ripon, Wis. Petrie, 
well known in the appliance field, suc- 
ceeds R. C. Stuart, who becomes chair- 
man of the board. 


Rockford Office 
For Allen-Bradley 


To better serve the trade of the Tri 
Cities territory, Allen-Bradley has 
opened an office at 101 Broadway, Rock 
ford, Ill. H. L. O’Donnell, formerly 
at Chicago, has charge. 


Thirty Million 
Radios In Country 


The Joint Committee on Radio Re- 
search has just completed a survey 
which shows that there are some 30,- 
500,000 radio sets in use. Of the 32,- 
641,000 families, 82 per cent own 
radios. The study further shows that 
there are 4,639,438 automobile sets in 
use. 


RCA Ups 


Six Executives 


The RCA Manufacturing company 
has elected two new vice presidents, 
Frank B. Walker, in charge of all rec- 
ord activities, and Thomas F. Joyce, 
advertising director. Jay D. Cook is 
now manager of the international di- 
vision. David J. Finn, formerly as- 
sistant advertising manager, has been 
promoted to advertising and sales pro- 
motion manager. Edward W. Butler 
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MEET THE DEMAND FOR HIGHER LIGHT LEVELS 


Z 
& 


Better light for better sight and bet- 
ter profits to you and your customers. 
That is the composite picture of in- 
dustrial trends. Men responsible for 
production are more and more con- 
cerned with the levels of illumination. 
They realize that lighting directly 
affects the efficiency of all men and 
machines. » » » Jobs like the one 
shown above not only mean profit 
for you, but they help to build pres- 


tige because a job well done is an in- 
ducement for still more jobs. Bear in 
mind with Type H MAZDA Mercury 
Lamps you can provide higher light 
output for a given cost of energy. 
Enlist the cooperation of the field 
promotion men of the General Elec- 
tric Company. Call them in on your 
jobs and let them help you to make 
greater profit through selling Type H 
MAZDA Mercury lighting. 


Order your auxiliary de- 


vices which were designed 
especially for this lamp 
from the General Electric 
Vapor Lamp Company. 


GENERAL @ ELECTRIC 


General Electric Vapor Lamp Co. 
891 Adams Street, Hoboken, N. J. 


935H 


Incandescent Lamp Department 
Dept. 165, Nela Park, Cleveland, Ohio 
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| now manages the radio and Victrola 
division. Paul C. Richardson, who had 
that position, is now head of the new 
Educational Sales Division. 













Western Electric 
Promotes F. R. Lack 


Frederick R. Lack now has charge of 
sales through distributors for Western 
Electric’s broadcast equipment; avia- 
tion, police and marine radios; public 
address systems; hearing aids, and sini- 
ilar devices. He had been director of 
vacuum tube development at the Bell 
Telephone Laboratories. 


















Mullenbach sn a Si 
Sees the World CALMLY SURVEYING the situation is 


Michael Elgutter, who sells for the 
Joe L. Mullenbach, president of the Electrical Supply Co. New Orleans. 
Mullenbach Electrical Mfg. Co. Los He is waiting for the results of a com- 
” mercial and industrial lighting contest 
sponsored by the local utility. He did 
a lot of selling during the drive. 


\ngeles, manufacturers of  switch- 
boards and panels, turned over the busi- 
ness to his sons last month, and started 
with Mrs. Mullenbach on a tour around = —-— - 
the world. 







took to the road February 2 and will be 


at it until the 14th of this month. 
Interstate Shows Those making the swing are 4. J. 
New Appliances onovan, Elliott Harrington, A. EF. 
Pierce, H. C. Williams, S. Martin, Jr., 
The Interstate Electric Co., Shreve- B. F. Slve and Glenn Gundell. They 
port, La., recently held an all-day meet- are holding two-day meetings in 15 
ing in the Washington-Youree Hotel cities from coast-to-coast. 
to show dealers the new appliance lines. 
Clyde Fant, manager of the appliance 
department, was master of ceremonies. 





















Night Ball 
At Philadelphia 


G. E. Telling Ron year wr sh a om py on 
| 543 . wi lay several night games at smibe 

| Conditioning Story Park. The field is being illuminated by 
SHAWMUT Realizing that air conditioning’s big- 780 floodlights designed and produced 
gest need this year is to get more sales by Westinghouse. Infielders will be 

outlets, General Electric is taking its working under a light intensity of 135 

SHUR-LAG story directly to all major distribution foot-candles and the outfielders will 


| points. Seven officials of that division chase flies under 100 foot-candles. To 


YOULL PREFER 


RENEW ABLE 


FUSES 


FOR A DOZEN REASONS 
ASK US WHY 


‘Oh e CHASE-SHAWMUT 
COMPANY 





BIG ROUND-UP at the counter of the Wolberg Electric Supply Co., Albany. N. Y. 


a y ; The customers are Ed Ryan, left, and Paul Heath. Behind the counter, from the 
NEWBURYPORT left, Harry Wolberg, Michael Geller, Milton Margolius, Delmar Gorgen and the 
MASSACHUSETTS boss, S. Wolberg. 
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OUTSTANDING LEADERS 
IN THE OUTSTANDING 
LNkOF... Oo | 


Leaders of leaders—here are top-flight 


sales makers for alert dealers who have 
realized that Diehl Fans for 1939 set a high- 
level mark... . even for Diehl. 


“JUNIOR” 10’ and 12” OSCILLATING 


The new models for 1939 offer exceptional value 
and beauty. Notice the appeal of their streamlined 
design and wide-wing blades. Their modern green 
finish blends with office and home furnishings. 
Just start them and let your customer note the 
smooth, quiet operation and the large volume of 
air moved. They are fully guaranteed and every 
sales appeal is there—ready to work for you—in- 
cluding a very moderate price. 


24” OSCILLATING 
AIR CIRCULATORS, FLOOR MODEL 


24”’ Oscillating Air Circulators successfuly com- 
bine the air volume of an air circulator with the 
air distribution of a regular oscillating fan—a 
demonstration usually means a sale—write for bul- 


letin + 1953. 


12-INCH "JUNIOR 


QUIET ATTIC VENTILATORS 


Four sizes are available—material for suction cham- 
ber combines with packing case to reduce cost of 
installation—really remarkable units and priced 


right! Described in bulletin + 1957. 


THE DIEHL 
FIFTIETH ANNUAL FAN CATALOG 


describes the complete line—Quiet and Standard 

Oscillating, Ribbonaire, Junior models, Air Circu- 

lators, Ceiling, Kitchen and Ventilating Fans. Gen- 

QUIET eral and specialized sales helps are available— 
Waite aa booklets, window and wall displays, everything 
VO to enable the dealer to benefit by advertising and 
selling the complete Diehl] Line. Ask your whole- 

saler for full information and prices or write direct 


DIEHL MANUFACTURING CO. « Elizabethport, N. J. 


Electrical Division of THE SINGER MANUFACTURING COMPANY 
ATLANTA « BOSTON « CHICAGO + DALLAS « NEW YORK «+ PHILADELPHIA 
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As Modern as 
_, TOMORROW 


This streamlined beauty 
is the new Deluxe 16- 
inch SIGNAL 3-speed 
Fan. It is modern in 
styling and engineering. 
Some of the outstanding 


$99.50 


features are enclosed LIST 
oscillating unit with — Finished inrich 
push button control, black baked-on 
slow speed motor, alum inom 
greater air delivery, Cadmium plated 
wide sweeping fan suard. 
blades and unusual 

quietness. 

THE NEW SIGNAL 

ADJUSTABLE AUTOMATIC WALL 
FLOOR MODEL BOX KITCHEN 
PEDESTAL FAN VENT FAN 





ONLY $24.00 
= LIST 


For permanent instal- 
lation—telescopic de- 
sign—sizes to fit 
walls 7” to 24’ thick 
—10” quiet type fan 
—motor rubber 
mounted, operates by 
opening and closing 
door. 


Write for 1939 fan catalog, 
merchandising program 
and prices. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 
Offices in all principal cities 












| charge 


put it another way, the engineers say 
there will be enough illumination to 
light a highway from Philadelphia to 
Cleveland under present highway light- 
ing standards. The Utilities Engineer- 
ing Co., Philadelphia, is making the 
installation. 


Brown Supply 
Distributing For S-W 


The Brown Supply Co., St. Louis, 
has taken on the distribution of Stew- 
art-Warner refrigerators and ranges in 
eastern Missouri and southern Illinois. 
On January 26 and 27 they presented 
the new lines to retailers of that 
territory. 


Westinghouse Changes 

Coast Personnel | 

The merchandising division 
made several personnel changes on the 
Pacific Coast. Frank D. Mueller, 
was manager at Seattle, is now in 


His former work is now under George 


—_ who moves from San Francisco. 


. W. Taylor, 
* now manager 
Dean Pulsifer 
Portland to Salt Lake City. 
Miles, formerly in the Seattle office, 
is now at San Francisco as merchan- 


from Salt Lake 
at San Francisco. 
has been moved 


C ¥ i 


Me? 


dise supervisor. 
Griffith Takes 
Stewart-Warner 
The Griffith Distributing Co., Cin- 
cinnati, has taken on the sales of 
Stewart-Warner refrigerators and 
ranges in southwestern Ohio, south- 


eastern Indiana and northern Kentucky. 














































~ 


PERPETUAL INVENTORY takes time 
but it is well worth it says L. D. Gans- 
man, Jr., who heads up the Mazda 
lamp department for the Lighting Equip- 
ment & Supply Co., Philadelphia. 









of the) 
Westinghouse Electric & Mfg. Co. has | 





who 











of sales development activities. | 




















Ww. C.| 






































RENEWABLE FUSES 
With the famous powder-packed element 
KANTARK “ONE-TIME” FUSES 
With genuine fibre tubes (not paper) 
COLORTOP PLUG FUSES 

the size 
TRICOMATIC PLUG FUSES 

ith built-in thermal time-lag element 

KLIPLOK CLAMPS 
Lock fuses and clips together 
TEST CLAMPS 
For heavy duty testing 
FUSE PULLERS 
For safe handling of fuses 


AUTOMATIC OILERS 
For motors, line shafts, etc. 


Send for your new 


Folder CPF-300 TODAY! 


TRICO FUSE MFG. CO., MILWAUKEE, WIS. 


a “Always Thru the Wholesaler 


TRICO ah ASS 


STOP WASTED KILOWATTS AND WASTEFUL SHUTDOWNS 

















MANUFACTURERS: 


¥%& for up-to-date 
data on wholesalers 
get your copy of the 


NEW 


1939 EDITION 
DIRECTORY of 
ELECTRICAL 
WHOLESALERS 


Just off the press! 








There have been changes in 80%, 
of the 1938 Directory listings 


See page 56 in this issue for details 
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PROFILES OF Roy Walker, right, and 
Earl Olson. Walker, who has been re- 
tailing appliances in Boise, Idaho, is 
now a full fledged distributor and has 
turned all retail activities over to an- 
other firm. Olson is with the Idaho 
Power Co. 
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Sager Makes 
t Personnel Changes 


Albert D. Murphy, who has been 
with the Sager Electrical Supply Co., 
Boston, for 20 years, the last 10 as 
manager of the Cambridge house, has 
been appointed ‘supervisor of branch 





stores. George Almgren, who has 
been assistant manager at the Cam- ae il lili 


bridge branch, has taken over the man- 
agership there. 





WHY IT’S WISE T0 INSTALL 


‘ Philco Starts 
Refrigerator Firm RE 
: The Philco Refrigerator Co., a sub- | 


» sidiary of the Philco Storage Battery 
Co., was organized last month. W. | 
Paul Jones, who had been with Fair- 
banks-Morse as executive vice-president 
of the home appliance division, has been 








elected president of the company. The All it takes is a quarter turn to release or attach 
other officers are: W. R. Wilson, treas- this reflector ...no screws, nothing to loosen 
urer, and ( : F. Steinruck, Jr., secretary. or corrode. That’s what makes it easier to serv- 
Philco will use the plant at Indianap- ico—and much simpler to install. You have only 
lis which was recently acquired irom to wire the socket and attach to the hood. After 
Fairbanks-Morse. [heir distributors 


that, you merely snap the reflector in place and 


saw the new line at the national sales ‘ : 
the job is done. 


convention in Palm Beach, Florida, 
from February 16 to 19. “COME-APART” DESIGN 


Since the resilient socket is also removable, it 
can, if damaged, be replaced for a few cents. 
This socket is spring-mounted to absorb vibra- 
tion and lengthen lamp life. 


Stohr Promoted | 
By Westinghouse 


Frank Howell Stohr has been pro- Seprable Reflectors are finished in permanent 
moted to manager of all industry sales porcelain enamel and offered in a variety of 
departments of the Westinghouse Elec- styles. Write us for literature. 


tric & Mfg. Co. He had been man- 
iger of the generator and transporta- 
tion divisions. Stohr has been with 
he company since 1922 following his 
graduation in electrical engineering 
trom the University of Iowa. 
Westinghouse has also promoted R. 
\. Neal, C. F. Lloyd and W. A. Furst. 
Neal, who was manager of central sta- 
ion sales is now assistant to the vice- 3 L E C T R 
resident. His work is being taken ME IE. cae a3 
ver by Lloyd, who had been manager | GENERAL OFFICES AND FACTORY: 2921 N. OAKLEY AVENUE, CHICAGO, ILL. 


MEMBER OF R.L. M. STANDARDS INSTITUTE 


C 


COMPANY 
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9 





March 1939 — THE WHOLESALER’S SALESMAN 49 

















IS A GREAT 
Long Beam Floodlight LINE FOR 
BOOSTING LIGHTING 
UNIT SALES 


% When Contractors say It's a great line" and cus- 
tomers say "Entirely satisfactory" you can see that 
QUAD is the line to sell. It gives you full oppor- 
tunity to meet any and all lighting requirements, 

either indoor or outdoor, Industrial 

or Commercial, for new or re- 

placement work. 

Be sure you have the QUAD 

line of Reflectors in stock 

when Contractors ask for 

them. Get details to- 

day. 




























































Duplex Dome Reflector 


QUADRANGLE MFG. COMPANY 


32 $0. PEORIA ST. CHICAGO, Iil. 











—_ 





are Y()[] MISSING. SOMETHING? 
*, 













You're missing sales... plentiful, 







profitable sales... if you're not sell- \ 









ing Burndy Connectors. Backed 
up by a hard-hitting advertising 


campaign, Burndy is the line of 







least resistance. It pays to ‘Con- 


nect with Burndy.” 


























BURNDY QIKLUG 


Type QA — made for all conduc- 
tor sizes from No. 14 solid wire 
to 3,000 Mcm stranded 
























ENGINEERING COMPANY, INC. 
489 E. 133"° ST.. NEW YORK CITY 
















| of the electric division of the power 





department. Furst is now coordinator 
of navy and maritime activities. He 
had been general contract manager. 


K. C. League 
Reviews Activities 


In an eleven-page booklet, The Elec- 
tric Association of Kansas City, has 
briefly summarized its 1938 activities. 
Last year the association spent $26,131 
promoting individual products and_ the 
industry generally through such medi- 
ums as the Red Seal Wiring Plan. 

One of their most successful activities 
was a 24-hour sales drive which re- 
sulted in the sale of $63,900 worth of 
appliances. That campaign cost the 
treasury only $320. 


Westinghouse Has 
Profitable 1938 


\lthough their volume and net prof- 
its were far below 1937, the Westing- 
house Electric & Mfg. Co., had a net 
income of $9,052,773 in 1938. This 
was 55 per cent below the 1937 net of 
$20,126,408. Orders booked in 1938 
amounted to $149,662,776, a decline of 
35 per cent from the 1937 volume of 
$229,540,061. 


Holabird Heads 
California League 


Graham Holabird of National Elec- 
tric Products, was recently elected 
president of the Electrical Development 
League of Southern California. He 
succeeds Ross Hartley of the Electric 
Corp. H. D. Conklin of Edison Gen- 
eral Electric, was named vice president. 
\. A. Schueler of Square D has charge 
of the treasury. 


G.E. Shows 
Appliances On Coast 





An entire trzinload of General Elec- 
tric refrigerators and other appliances 
were on display in Portland, Ore., late 
in January. General Electric Supply 
Corp., there, tied-in with an open 
house for its dealers. 








Appliance Dinner 
At San Francisco 


On the evening of February 1, the 
appliance men of the San Francise¢ 
territory held their Radio and Appli- 
ance Trade Dinner at the Western Mer- 
chandise Mart. 

L. B. Quimby of the John Breune: 
Co., Oakland, was chairman and Roy 
Ohnimus of Hammer-Bray Co., Ltd 
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SALES MANAGER of household refrig- 
eration for Westinghouse is H. M. 
Butzloff's job. Before going to Mans- 
field, he was refrigeration supervisor 
of the Northwestern District and was 
located in Chicago. Butzloff has been 
in refrigeration selling a number of 
years. He joined Westinghouse about 
six years ago and previously had 
spent a number of years with distribu- 
tors at Chicago and Davenport. 


Oakland, was toastmaster. He intro- 
duced the following speakers: Howard 
E. Blood, president of Norge; F. S. 
Fenton, Jr., division manager for Easy 
and Don E. Gilman, vice-president of 


NBC. 


Kelley Names 
Two Representatives 


Frank Kelley, Inc., manufacturers of 
fluorescent lighting equipment, have ap- 
pointed two new representatives. Carl 
Statzer, 468 Riverside Drive, New 
York, is covering the metropolitan dis- 
trict. And W. J. Huemmer, Dallas 
(Tex.) Transfer & Terminal Ware- 
house Building, is selling the lines in 
Texas, Oklahoma and Louisiana. 


Purdy Selling 
For Goodrich 


R. C. Purdy, manufacturers’ agent, is 
now representing the Goodrich Elec- 
tric Co. in the Cleveland area. He is 
located at 13515 Lake Shore Blvd., 
Cleveland. 


Wholesalers Active 
In Utah Association 


Salt Lake City wholesalers are tak- 
ing an active part in the Electrical 
League of Utah, and getting a lot of 
good out of it. W. O. Smith of G. E. 
Supply, who headed the group last year, 


is now on the finance and membership | 


committees. W. J. Berryman of Mine 
& Smelter Supply Co., is chairman of 





MAGNET WIRE 





SERVICE ENTRANCE CABLE 


CRESFLEX NON-METALLIC SHEATHED CABLE 


RUBBER COVERED POWER CABLES e BUILDING WIRE 


BARE WIRE 


INDUSTRY 
Uses It! 





Millions 


Crescent 


of feet of 


cables 


for 
power, light and control 
have been installed in in- 
dustrial plants for the last 

fifty years with an enviable 
record for DEPENDABLE SERVICE. 


CRESCENT 









INSULATED WIRE ‘@ ) & CABLE CO. INC 
TRENTON,\~<@ NEW JERSEY 
SS 
Atlanta Baltimore Boston Buffalo Chicago Cincinnati Cleveland 
Detroit indianapolis Kansas City Los Angeles Minneapolis 
New Orleans New York Philadelphia Pittsburgh St. Louis San Francisco 
Jobber Co-Operation—A Permanent Policy 
|\CRESCENT ENDURITE SUPER ~- AGING INSULATIO 
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the activities committee. Edward Dug- 


= 70) > CE LETS MEAN gan of Westinghouse Supply and Roy 
Kimberlin of Graybar, are also mem- 






M / bers of that committee. 
EW BUSINESS | 
—_ aes 


... BEING AN EASIER LINE 
FOR WHOLESALERS TO SELL 


Ordinarily, the letters "N.B."" mean merely “Reader 
Take Notice", but when applied to Porcelets (all-porce- 
lain outlets) they mean "New Business for Wholesalers!" 
And easier business to get, too, because Porcelets not 
only offer users distinct advantages in service, but de- 
cided savings for contractors in installation. They're 
shock-proof, short-proof, and fool-proof, so they're par- 





Graybar, Boston, 
Holds Sales Meeting 


On January 26, 27, and 28, the entire 
sales staff of Graybar’s New England 
district was at the Hotel Statler, Bos- 
ton, for a first class sales meeting. Dis- 
trict Manager Claude G. Matthews 
started the sessions with an opening 
talk on the first morning. Then the 
salesmen heard detailed selling discus- 
sions by representatives of 22 manufac- 

















































ticularly suited for use under hazardous conditions . . . | turers. Each of these men had at least 
in addition, they need never be grounded, require no |45 minutes to highlight his products. 
clamps or connectors, and the same box does for all | Also a number of Graybar executives 
outlets, so they save time on the job and simplify in- addressed the sales conference. 








stallation. Let us send you illustrated data giving full 
details and showing breadth of application. 


PORCELAIN PRODUCTS, INC. Turpin Heads 


FINDLAY gz OHIO | Washington League 















M. C. Turpin, who has represented 
Westinghouse in the Washington, D. C. 
territory for the past ten years, is the 
new president of the Electric Institute 
of Washington. He took office Janu- 
ary 31, at a meeting in the Raleigh 
Hotel. That evening George Whitwell, 
vice-president in charge of sales for the 
Philadelphia Electric Co., was main 
speaker. 

















































Personnel Changes 
In Wesco Houses 


In addition to the personnel changes 
in Westinghouse Supply houses, re- 
| ported last month, the following men 
| also have new positions. H. E. Bailey 
is now supply sales manager at Seattle. 
Ralph Sroufe, who was city order edi- 
tor there, is now selling in the Alaska 
| territory. That section was formerly 
| covered by Frank Parrish, who is now 
| on the office staff at Seattle. 

At Salt Lake City, S. M. Lillie has 
| been promoted from shipping clerk to 
purchasing agent. His work in the 
shipping room has been taken over by 
George Greely. 




















































WIREMOLD 
FLUORESCENT STRIP 


Right now is the time to take full advantage of the many business building opportunities 









Crescent Holds 
Lighting Show 









opened up by this new and revolutionary type of lighting for display, commercial and in- T pinta s. — and 
dustrial installations. Wiremold Fluorescent Strip is economical, easy to install and includes lo acquaint their customers an 
scientifically correct specular finish Alzak aluminum reflectors which prospects with the latest developments 





can be used in either symmetric or asymmetric position. 














in lighting, the Crescent Electric Sup- 
ply Co., Dubuque, Iowa, held a meeting 
on January 19 at the Julian-Dubuque 
Hotel. Some 337 contractors, dealers 
and utility men attended, some of them 
coming more than 100 miles to see the 
show. 

L. V. James of General Electric’s 
lamp department presented the lighting 
story, dwelling especially on fluores- 












Here's the up-to-the-minute information you need 

on how to sell and install Fluorescent Lighting 
Wiremold data sheets and engineering service are 
yours for the asking. Send us the information on Fluo- 
rescent jobs in your territory and let us help you turn 
them into profitable contracts 
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cents. David H. Mason of Architec- 
tural Lighting, Howard Martin of Cur- 
tis, and Birch Addington of Benjamin, 
also had interesting displays of their 
products. 


MEN ON 
THE MOVE 


Frank Curran is out selling for the 
Providence (R. I.) Electric Co. He was 
formerly with G. E. Supply there. 


* 


L. L. Kelsey, who has been with 
Stewart-Warner for five years, is now 
sales manager of the radio division. And 
C. P. Galloway is assistant manager. 
H. P. Dunkly is manager in the northeast 
district; B. R. Peacock in the east-cen- 
tral; S. H. Rogovin in the southeast; 
D. A. Lewis in the west-central: A. deB. 
Gaines in the southwest, and Spence 
Reese on the west coast. 


a 


George T. Clarke, formerly electrical 
sales promotion manager for McLennan, 
McFeely & Prior, Ltd., Vancouver, B. C., 
is now coast representative for the N. 
Slater Co., Ltd., tool and equipment man- 


ufacturer. 
* 


K. M. Anderson is selling in the Los 
Angeles district for Appleton Electric 
Co. He had spent many years with Steel 
& Tubes in that area. 


. 











F. M. Sandera has charge of the range 
and water heater division of the Efengee 
Electrical Supply Co. Chicago. He was 
with Hotpoint. 

_ 


J. C. Hammond is manager of national 
account sales for the National Battery 





SALES HEAD for Cornell-Dubilier Elec- 
tric Corp. is Leon L. Adelman. Besides 
showing the boys on the sales force 
how it's done, he handles company 
advertising. He's still a young fellow, 
but already has done duty in all ends 
of the radio business. 


Satisfy USERS AND BUILD 


YOUR LIGHTING SALES 
with the 


Steber 


LINE 
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UTILITE 
Number One 


“For use with the new In- 
candescent Reflector Lamp 
(R40) for indoor flood 
lighting and particularly for 
the new projector 
lamp (Par 38) for 
indoor and outdoor 
service.” Portable, 
fully adjustable, 
easily and conveniently installed. Special base serves as outlet box 
cover or can be mounted on table, counter, floor, ceiling or wall. 

Order now and cash in on the tremendous demand for this new 
lighting equipment. 








Here is a profitable line 


YARDLIGHTS that is in demand by 
—Most complete line available 
Gooseneck and, straight pive  ¢ontractors and consum- 


to install and pleasing in de 











i Ss 2 i) i ing 0 " 1 electrific: 
= a a saolientions vogeS --eueg : ers everywhere. It con- 
OMNILITE sists of useful and time- 
FLOODLIGHTS. 


7 .* . >. >. 
— Inexpensive 
<_Jnexpensive, wer Saving lighting specialties 
| ae Junior " 

Cronndthe home ang = all quality products at 
yard where cost here 

tofore prevented this 


form of lighting. attractively low prices; 
items which fill a definite 
COVERLITES 


Process enameled reflectors. An need and which build up 


outlet box cover, socket and re 

flector, all in one. Other types 

with holders permanently attached 
to reflector can be your sales and profits. 

installed easily on 

porcelain or brass P 

shell sockets Par 

ticularly desirable for Stock up with S t e b er 

low ceiling applica 

tions. Coverlites ap " . - - 

peal to contractors | 

They mean new and ighting units now. Write 

added business for 

you. 


for prices and bulletins. 


Steber MANUFACTURING CO. 


126 NORTH UNION AVENUE CHICAGO, ILLINOIS 












To Help You Specify 
and Buy Electri¢ 
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Co., St. Paul. He had been with the Elec- 
tric Storage Battery Co. in the Chicago 
area. 


x 


F. D. Crowther, who has specialized on 
street lighting sales for General Electric 
since 1930, has been upped to commercial 
assistant to A. F. Dickerson, manager of 
the illuminating laboratory and lighting 
sales section. 


Arthur A. Kuhnhausen is selling major 
appliances in northern 
Landers, Frary & Clark. 
with Thompson & 
cisco distributor. 


California for 
He had been 
Holmes, San Fran- 


% 


Clement Sheridan is covering Manhat- 
tan, Bronx and Westchester counties in 
New York for the Ideal Commutator 
Dresser Co. 


C. A. LaForge now heads up the light- 
ing department at B & B Electric, Cin- 
cinnati. He was formerly Chase 
Brass & Copper in that area. 


with 


Joseph L. Wissing, after an absence of 
two years, is again covering the western 
territory for the Universal Electric Co., 
Peoria, Il]. W.M. Castle, who has been 


selling in that section, is now inside. 


OBITUARIES 


Harrison J. L. Frank 


Harrison J. L. Frank, president of 
the Bull Dog Electric Products Co., 
died suddenly, February 14, at Miami 
Beach, Florida. Zorn October 28 


1880 in Wheeling, W. Va., Mr. Frank 


Harrison J. L. Frank 


spent his early years in that city and 
vas educated at the University of West 
Virginia and Harvard : 

Upon graduating from Harvard in 
1901 with an A.B. degree, he joined 
the National Exchange sank = in 
Wheeling. Shortly after he became af- 
iliated with the Mutual Electric and 
Machine Co. there, and in 1905 was 
ippointed secretary. Later Mr. Frank 


DIAL-O-PHONE 


talks up Better Business 





7 


The improved and _ up-to- 
date Dial-O-Phone System is 
good insurance of dependable 
service to the user—and gen- 
erous profits to you. In con- 
trast to the expensive auto- 
matic types now on the market, 
this quality instrument is mod- 
erately priced to bring quick 
and satisfaction. 
Connecticut Dial-O-Phone is 
attractive, flexible and easy to 


sales 


selective 
ringing and talking without a 


operate, affording 
central switchboard. It is avail- 
able in capacities of 8, 12, 18, 
or 24 lines, with code or gen- 
eral call features in addition if 
desired. 

Hand phones can be fur- 
nished with all types of Dial- 
O-Phone but 


watch case receivers are sup- 


instruments, 


plied with surface wall and 


flush types unless otherwise 
specified. Regular service lines, 
with rectifier or batteries may 
be used for power. 

Send for complete informa- 
Dial-O-Phone and 


other modern communicating 
systems, hospital devices, and 


tion on 


signaling equipment. 





\ 


No. 1200W Cradle Type Dial-O-Phone 


No. 1250W Surface 
Type Dial-O-Phone 


No. 1240W Flush 
Type Dial-O-Phone 





(GONNEGTIGUT TELEPHONE 


iN 


™ & ELECTRIC CORPORATION 


Established 1894 


Division of Air Devices Corporation 


MERIDEN 
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CONNECTICUT 















Accurate, up-to-date 
information includes 
the following: 
Name and address of firm 
Branch and affiliated houses 

Names of officers and 
department managers 
Name of purchasing agent 

Territory covered 


Number of salesmen— 
city, country, counter 


Floor space occupied 
Regular inventory 


Lines handled—supplies, 
appliances, radio, fixtures 


Year business was established 


Memberships in national and 
local wholesale associations 













1939 









JUST OFF 











EDITION 


THE PRESS 


Over 80% of last year's 
listings have been revised! 













An essential 
sales tool for 
every electrical 
manufacturer 





One of the most valuable sales aids you can have is 
accurate, up-to-date information about electrical whole- 
salers. Incorrect data is more than misleading—it 
can cost you real money in lost sales and misdirected 
effort. 


The new Directory of Electrical Wholesalers—1939 
Edition—is now ready for delivery. It contains several 
thousand corrections, revisions, personnel changes 
and additions. Many wholesalers have qualified for 
listing: some have been dropped. 


A 1939 Directory will save sales time and answer 
many day-to-day questions on the problem of distribu- 
tion. Order your copy today. 


$15.00 for first copy. $7.50 for 
additional copies to same manufacturer 


The Wholesaler’s Salesman 
330 West 42 St. New York, N. Y. 
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eorganized the company and became 
resident. In 1915 he moved the plant 
nd most of the employees to Detroit 
ind twelve years later the corporate 
1ame was changed to its present one 
o conform more closely with its trade- 
nark. 

Active in industry affairs, Mr. Frank 
was a member of the National Associa- 


tion of Electrical Manufacturers and | 
the International Association of Elec- | 
trical Inspectors. 

He is survived by his widow and 


vice president of 
Jr., a stu- 


two sons, William H., 
the company, and Harrison, 
dent at Cornell University. 


Charles A. Terry 


Charles A. Terry, associated for 
many years with the Westinghouse 
Electric & Mfg. Co., as legal counsel, 
secretary, director and vice president, 
died February 18, at his home in New 
York. He would have been 81 years 
old on March 2. 

Mr. Terry was born in South Wey- | 
mouth, Mass. He took an A.B. degree | 
at Amherst in 1879 and an LL.B. at | 
Columbia in 1883. That year he was 
admitted to the bar. He later joined 
Westinghouse and in 1928 retired as 
head of the legal and patent depart- 
ment, but retained his connection with | 
the company honorary vice presi- | 
dent. 

| 
| 





as 


He is survived by his wife, a son, | 
Matson Cady and a daughter, 
William Ross. 


Terry, 
Mrs. Neely 


John L. Buchanan 


Colonel John L. Buchanan, 55, an 
executive of the General Electric Com- 
pany and co-ordinator of the company’s | 
ictivity at the World’s Fair, died in | 
Greenwich, Conn., February 23. 

After graduation from the Univer- 
sity of IMinois in 1904, he joined the 
General Electric Co., and in 1909 was 
made district transformer specialist at 
Chicago. 


| 
| 
| 





John L. Buchanan 





Returning in 1920, after serving in 








the A.E.F. 


during the war, with the 
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NU-RESCENT 











































Underwriter Approved 


IMPORTANT—Be sure that every Fluorescent fixture you buy bears the certified Underwriters 


Label. 
@ OUR 
@ OUR 


POLICY —Nu-rescent Reflector Luminaires are and always will be marketed 
exclusively through recognized Electrical Wholesalers without exception. 


PRODUCTS —<kngincered and designed from the ground up by Fluorescent 
Lighting Specialists using all Underwriters’ approved material—the finest available. 
Our regular NU-RESCENT Industrial Line furnished in 8 sizes for use with one, 
two and three lamps each. Our price schedule on the regular line was revised 
January 6th. Write for it. 


COMPANY —In business since 1878. Since the inception of Fluorescent Light- 


ing we have been closely associated with its development and have engineered and 
designed what we believe to be the first efficient Reflector Units available for national 
distribution. And in addition, since we are in this business exclusively, we keep con- 
stantly abreast of all new developments in Fluorescent Lighting, and we can, there- 
fore, assure you of real Service, Savings and Satisfaction on all Industrial Fluorescent 
Lighting problems. 


@ OUR 


priced open-end units as well as our regular line. 


LAMP DIVISION ELKINS PARK, PA. 


Write for prices on the new low 


FRANK KELLEY, INC., 











PERFECTED PRODUCTS OF OVER FORTY 
YEARS OF ENGINEERING AND RESEARCH 


APACE WITH EVERY NEW POLE 
LINE MATERIAL REQUIREMENT 


Pioneering in the design and manufacture of Pole Line 
Materials since 1894, Oliver engineers are still pioneering 
—still constantly improving their products to meet the 
ever increasing demands of modern electrical power 
transmission and distribution systems. Get the benefit 








of these improvements by specifying Oliver for your 
pole line requirements. 

OLIVER IRON AND STEEL CORPORATION 
PITTSBURGH PENNA. 











ONLI VER am MATERIALS 


APPROV TED AND mio 


ACCEPTED SINCE 1894 








RUBBER -BLADED 
SAFE-FLEX AGAIN 
SETS THE PACE 


Sensation when introduced, Samson Safe-flex 
sales have skyrocketed year after year. Cus- 
tomers demand the matchless safety, silence, 
and breeze-power of this rubber bladed marvel. 
Let Safe-flex help you make your figures—for 
again, in 1939, Safe-flex outvalues the field. 


SMART NEW SPUN GLOW-CHROME 
NOSEPIECE is only one of the sensational 
improvements in Samson Safe-flex design and 
construction. With new beauty and perform- 
ance available. more customers than _ ever 
before will insist om Safe-flex. Get your full 
share of this profitable business. 


Scfe-flex 
the fe-f+en 
RUBBER BLADED ELECTRIC FAN 


Copyright, 1939 
SAMSON- UNITED CORPORATION, Rochester, N.Y. 


SAMSON 








480 LBS. 
PULL TEST 




















Here’s proof you 
can depend on 
ILSCO Solderless 
Lugs to grip 
wires securely — 
against as much 


as 480 LBs. PULL! 


Learn what Your 
customers who 
use lugs, think 
of the ILSCO line. 
Write for large, 
attractive display 
card. No cost. No 
obligation. 


Capacity of scale used in 
test: ibs. Lugs used 
same size as shown below, 
for #8 to #4 wire range. 


ILSCO COPPER TUBE & PRODUCTS, INC. 


5629 Madison Rd., Cincinnati, Ohio 
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| rank of 





| of the 


| survived by 


Lieutenant Colonel, he became 
president of Wesco Supply Company 
in St. Louis. In 1926 he was made 
president of the Midwest General Elec- 
tric Supply Company of Kansas City, 
and in 1928, chairman of the board of 
the Central States General Electric 
Supply Company. When the General 
Electric Supply Corporation was 
ganized in 1929 he was made executive 
vice-president, and in 1931 
president, which position he held until 


or- 


became 


his election as chairman of the board 
in 1935. 
Mr. Buchanan was a director of the 


Monowatt Electric Corporation, member 
Society of American Military 
Sigma XI_ Fraternity, 
\.M., and the Brooklawn 
Club of Bridgeport. He is 
his wife, mother and two 


Engineers, 
A.F. and 
Country 


children. 


MEETINGS AHEAD 


Baltimore—Maryland Utilities Asso- 
ciation at Lord Baltimore Hotel, April 14. 
e 

Chicago—Edison Electric Institute at 


Beach Hotel, March 20 to 24. 


Edgewater 


Midwest Power Conference 
April 5 to 7. Details 
Grinter, Armour Insti- 
Chicago. 


Chicago 
at Palmer House, 
from Dean es 
tute of Technology, 


Chicago—Radio Manufacturers Ass 
ciation, fifteenth annual convention, 
Stevens Hotel, June 13 and 14. 


Chicago— National Radio Parts sh 


in Exhibition Hall of Stevens Hot 
June 14 to 17. 
«© 
Hot Springs, Va—Electrical Mai 
facturers Club at The Homestead, M: 
10 to 12. 
e 


Hot Springs, Va—National Electric: 
Manufacturers Association at Th: 
Homestead, May 14 to 18. 


e 
Hot Springs, Va.—National Electrical 


Wholesalers Association at The Hom: 


stead, May 21 to 26. 


New York—Empire 
tric Assn., Park Central, 


Ele 


State Gas & 


May 12. 





Sell The Small 
Home Builder 
CONTINUED FROM PAGE II 


architects are modern 
minded. They are your best friends 

If your house has a display roon 
for fixtures or for electrical appli- 
ances, you are in luck. By all means 


cessful 
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mY GOD! AFTER HE 
TDRAGS ME 200 MILES 
lil To SHOW To 





RICAL 
oD 
Peo | 





Hen! CAN'T HAVE 
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1939 


and the 
And have 


encourage the architect 
builder to come and see it. 


them bring in their prospects and | 


customers. See the designer, o 
one in charge of design in the build- 
ing company. 
is who and what is what. 

See the builder’s sales manager. 
Help him to find new ways to make 
electricity sell houses. If there is 
an electrical contractor and a plumb- 
ing and heating contractor in the 
picture, work with them. 

See the Builder’s 
perintendent and foremen. Not only 
will they buy electrical tools, but 
they can tell you the inside of what 


r the | 


He will tell you who | 


construction su- | 


is going on and how to get orders | 


for equipment. 

For furnishing model homes for 
display, there probably will be an 
electrical dealer in the picture. Often 
the dealer loans appliances to the 
builder, the card of the dealer mak- 
ing the appliances highly effective 
advertisements for his store. Work 
with him. 


The Small Homes Building Mar- | 


ket in all of its phases is a huge 
and juicy one. It buys goods di- 
rectly, and it sells goods by encour- 
aging visitors who see the “sample 
homes” to fix up their homes. 





Know 
Your Customers 
CONTINUED FROM PAGE 22 


place the order, or we know some- 
one else has been favored. There are 
others, less positive in their actions, 
who will get prices, then have their 
attention diverted to something else, 
and merely delay the placing of or- 
ders. It is necessary for our sales- 
men to know their customers well 
enough to be sure how each one acts. 


If the customer who is merely de- | 


laying is not followed up, he may 


find himself ready to go ahead, with | 


no materials on hand. Then he must 
ask for emergency deliveries. Then 
the best we can hope for is to 


minimize the delays and their costs. | 


Customers must never be pestered. 
Calling on them about once per 
month, leaving other contacts to 
phone calls, That will keep a sales- 
man acquainted with his customers 
and yet not annoy them. 

It is not what a salesman does 
for his customers that counts, 
but what he does with them. 


















For new and rewiring 


ROME CABLE 


BUILDING WIRE 


We manufacture code, intermediate, 30°, 
and super aging. 


All approved by the Underwriters Laboratories, Inc. 
N.E.C.S. 


27) Flame and moisture resistant. 
“sa| Slick finish for quick and easy pulling. 
: Long aging rubber. 
Uniformly small diameters. 
Clean—easy stripping. 
Eight clear distinct colors. 


= 
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FLOGA BOXES 
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thick. 






The Latrobe Line is 
complete for all resi- 
dential,commercial, 
and industrial re- 

uirements. In ad-# 
ition, the entire 
line is designed 
with the idea of re- 
ducing installation 
time ...an impor 
tant point to con 
sider when select 
ing floor boxes and f 
wiring specialties. [3% 





No. 252-R Two Gang Box 
Two gang Adjustable Floor Box with No. 208 Recep- 
tacle in one section. One 
cover plate with !/2” Flush 
Brass Plug and the 
other cover plate 
with 2” Flush Brass 
Plug. 


FULLMAN MFG. CO. 


LATROBE ° PENNA. 
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The Fastest Cutting, | 
Longest Wearing Drill & 






ADVERTISERS’ 
INDEX 


Ever Introduced! 































Drills Holes In Concrete, 
Tile, etc. 50 - 75% Faster! A 



























e 
Adam Elec. Co., Frank.......... 7 
- Stays Sharp Up To All-Steel-Equip. Co............+.. 43 
. American Automatic Elec. Co.... 1 
For All 50 Times Longer Anaconda Wire & Cable Co...... 
Rotary Elec . Inside Front Cover 
trle Portable Arrow-Hart & Hegeman Electric 
Drills Reduces Installation Time For Gn, FOR... ce cndaeeconvnsunpeses 
Expansion Anchors Easily 50% B 
No more hammering! No mecre , = 
chiseling! No more slow, costly mp 4, ee, Ge ssnanain 41 
methods of hole drilling! The new Urncy ong. ¢ peeve cecteccosces 50 
| Carboloy Masonry Drill drills Bussmann Manufacturing Company 
| holes in concrete, brick, tile, slate, Back Cover, 31 
etc., 50% to 75% faster! Lasts 
; up to 50 times longér! Holds Cc 
; sharp cutting edge for weeks of 
5 continuous use. Drills holes accu- Cosheiew Ga, Ones oc5 vctnsevccses 60 
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